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Abstract
The prevalence of environmental issues in the media has contributed to an increase in
environmental consciousness amongst the public. In order to cater to the needs and desires of
this quickly growing market segment, companies have begun to adapt their marketing
strategies. By displaying a pro-environment third-party organisation (TPO) seal-of-approval
endorsement in the product labelling, marketers hope to legitimise their environmental claims
and convey a perception of environmental consciousness to consumers. Although the effect
of endorsements on consumers and their purchase intentions has been researched quite
extensively, relatively little has focused on the effect of endorsements from a TPO.
Moreover, literature relating to the effect of the presence of a pro-environment TPO
endorsement in product labelling is nearly non-existent.
This study was designed to answer the research question: Does the presence of a proenvironment TPO endorsement and/or the presence of an environmental claim in product
labelling affect consumers’ product-labelling likeability, brand likeability and purchase
intention? It also aimed to help determine if consumers are vulnerable to being misled by proenvironment TPO endorsements. Other independent variables, including perceived TPO
credibility and participants’ product involvement, were also measured to determine if they
had an impact on participants. Environmental consciousness, environmental behaviour,
environmental knowledge and scepticism were also evaluated to determine if they had a
moderating or confounding influence on the effect of the independent variables on the
dependent variables.
To investigate the research question and test the hypotheses, the study employed an
experimental, between-subjects design consisting of 8 different conditions. Using an online
questionnaire distributed via an online panel, data was obtained from 268 Australian
5

residents. The data was tested using various analyses in SPSS, such as bivariates, analyses of
variances (ANOVAs), analyses of covariance (ANCOVAs) and multiple analyses of variance
(MANOVAs).
Results indicate that displaying a pro-environment TPO endorsement in the product labelling
can be a beneficial marketing tool in influencing consumers’ product-labelling likeability,
brand likeability and/or purchase intention, but consumers’ level of product involvement,
amount of environmental behaviour and their level of environmental knowledge can affect
this influence.
Consumers with high-product involvement had greater purchase intention when they viewed
product labelling that did not have a pro-environment TPO endorsement than when it did.
This finding may mean that the presence of a pro-environment TPO endorsement in the
product labelling actually deters participants with high-product involvement from intending
on purchasing the product. Although there was not a significant difference in purchase
intention of participants with low-product involvement who viewed product labelling with a
TPO endorsement and without a TPO endorsement, a relationship between low involvement
and the effect of the presence of the pro-environment TPO endorsement on purchase
intention was found. Thus, it is suggested that displaying a pro-environment TPO
endorsement would be most advantageous if the product were a fast moving consumer good
(FMCG) rather than a typically high-involvement product, such as jewelry. However, this
suggestion should be further researched before it is applied as a marketing strategy. No
correlation was found between environmental objective and subjective knowledge, which
indicates that although consumers think they are quite knowledgeable about the environment,
they may actually know very little. Participants’ level of environmental objective knowledge
was found to have a significant impact on their purchase intention when the TPO
endorsement was present in the product labelling. When the TPO endorsement was present in
6

the product labelling, participants who were labelled as having no objective environmental
knowledge had significantly higher purchase intentions than participants who were labelled
as having high objective knowledge. This finding is quite significant as the majority of
participants were found to have little or no objective knowledge. Although many public
policy groups claim that scepticism helps compensate for consumers’ lack of knowledge and
enables them to decipher between legitimate and illegitimate claims, in this study, scepticism
was not found to affect participants’ purchase intention. This finding highlights the need for a
legislating body that extensively evaluates TPO endorsements, environmental claims and
their legitimacy to ensure that consumers are not misled. Additionally, individuals that
reported that they frequently engage in other forms of environmental behavior, such as
recycling, had greater purchase intention when they viewed product labelling that featured an
environmental TPO and/or environmental claim than when it did not. This finding may
indicate that a spill-over effect occurs in regards to environmental behaviour, in that people
who engage in one form of environmental behavior are likely to engage in other forms of
environmental behavior.
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1
1.1.

INTRODUCTION AND STUDY OVERVIEW
Introduction

Pro-environment third party organisation (TPO) seal-of-approval endorsements—They sound
complicated. They’re not, but what are they? The Rainforest Alliance or PlanetArk decals
found on the products served in your favourite fast food restaurant or displayed on the
shelves of your local grocer might ring a bell. These decals are prime examples of the proenvironment TPO seal-of-approval endorsements that have begun to grace the product
labelling of various products around the world, particularly here in Australia. This study
investigates the effect of the pro-environment TPO seal-of-approval endorsement on
Australian consumers’ product-labelling likeability, brand likeability and purchase intention.
In order to understand why this marketing tactic is becoming a growing trend and why it may
have a significant impact on consumers, it is important to first understand what its driving
factors are. This study will introduce the factors that have led to companies adopting this
marketing strategy, explain how pro-environment TPO endorsements function and present
variables that might affect their impact.

1.1.1

Environmental concern timeline

Driving the marketing trend of displaying a pro-environment seal-of-approval TPO
endorsement in product labelling is companies’ attempt to meet consumers’ environmental
concern. Australians’ environmental concern, or “an individual’s general orientation toward
the environment” (Kim and Choi 2005), has risen and waned throughout recent history (Lee
2008), specifically peaking in the 1970s, 1992 and then again in 2007-2008 (which is the
most recent environmental concern data collected by the Australian Bureau of Statistics). As
time has progressed, environmental problems have evolved. Thus, each time environmental
concern has peaked, it has also shifted focus (Dunlap, Van Liere, Mertig and Jones 2000; Lee
15

2008). For example, when environmental concern peaked in the 1970s, it focused on threats
to environmental quality, such as air and water pollution and resource conservation (Dunlap
et al. 2000). Then, when environmental concern peaked in 1992 with over 75% of Australians
aged 18 years or older reporting that they were concerned about environmental problems
(Strong 1996), concern focused on the ozone layer, destruction of trees, garbage disposal and
the extinction of species (Australian Bureau of Statistics 1998). This peak was short-lived as
Australians’ concern for the environment steadily declined to 46% in 2004. Then, in 20072008, environmental concern peaked again with over 82% of Australians reporting they were
concerned about at least one environmental problem (Australian Bureau of Statistics 2010b;
Australian Bureau of Statistics 2010a).

1.1.2

Media’s impact on environmental concern

Today, environmental concern is centred on issues, such as climate change and carbon
emissions—both of which receive extensive media coverage (McAllister 2008; Australian
Bureau of Statistics 2010a; Center for Science and Technology Policy Research 2011). It is
through this consumption of mass-media news that the public gets most of its scientific
knowledge (Wilson 1995; Antilla 2010), and subsequently develops its opinions about
environmental issues. In fact, in developed nations like Australia, many polls indicate that
mass-media outlets, specifically television and daily newspapers, are the primary sources by
which individuals obtain scientific information (Australian Bureau of Statistics 1996; Project
for Excellence in Journalism 2006; Antilla 2010). Additionally, research indicates that when
a particular topic receives a significant amount of news coverage, that issue increases in
priority with the public (Nelkin 1995; Trumbo 1996; Cook 1998; Norris 2000; Hargreaves,
Lewis and Speers 2003). This reliance on the media for science- and environment-related
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information has risen substantially since the 1980s (Boykoff and Roberts 2007-2008) and
could explain why the fluctuating environmental concern levels over the past decade
correspond to the intermittent increases and decreases in the amount of media coverage
environmental issues have received (Griswold 2000; Boykoff and Roberts 2007-2008; Center
for Science and Technology Policy Research 2011; New Zealand Trade and Enterprise 2011).

1.1.3

Effect of the increasing environmental concern

As more people embrace the green movement and its practices, environmentally conscious
consumers (Fenna 2004) are becoming an increasingly lucrative market segment, especially
in Australia (Marlow 2007). To meet growing and evolving environmental concerns and
consumer preferences and tastes, some marketers have attempted to alter their brands´
marketing strategies and reposition their products to reflect their newfound environmental
values (Ellen 1994; McDonagh and Clark 1995; Peattie and Charter 1997; Mostafa 2009).
While some companies have actually attempted to reduce their negative impacts on the
environment, others have opted to make more cosmetic alterations, such as changing package
design and displaying environmental claims and endorsements in their product labelling
(Ellen 1994; Mostafa 2009). By displaying environmental claims, such as “safe for the
environment”, “environmentally friendly” or “recyclable”, on their products, companies hope
to communicate a perception of environmental consciousness and consequently make their
products more enticing to consumers (Hastak, Horst and Mazis 1994; Mostafa 2009). This
practice of developing and promoting a brand’s or company’s environmental qualities to
consumers is referred to as green marketing (Charter and Polonsky 1999). Just as concern for
the environment rose dramatically in the 1990s and then subsided, only to rise again in 20072008 (Australian Bureau of Statistics 2010b; Australian Bureau of Statistics 2010a), so has
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the prevalence of green marketing (Kim and Choi 2005; Peattie and Crane 2005). Today, it
has become a global trend, and its practice is only forecast to grow (Martin 2007). As
businesses strive to capitalise on this opportunity, respond to increasing public pressure to
reduce negative environmental impacts and adapt to the increasing cost of energy and
materials (Kleindorfer, Singhal and Wassenhove 2005), the idea of “going green” is taking
centre stage in boardrooms around the world (Cason and Gangadharan 2001; Cronin, Smith,
Glieim, Ramirez and Martinez 2011).

1.1.4

Environmental consumers’ willingness to spend more

Not only do consumers opt to purchase environmentally friendly products in the marketplace,
they are also willing to spend more on them (Wustenhagen 1998; Vlosky, Ozanne and
Fontenot 1999; Cason and Gangadharan 2001; Laroche, Bergeron and Barbaro-Forleo 2001;
Veisten 2007). This increase in the number of consumers claiming to willingly make
economic and personal sacrifices to protect the environment further emphasises the
opportunity for companies that adopt green marketing strategies. In a study conducted in the
U.S. by Suchard and Polonsky (1991), 61.5% of respondents maintained that they would pay
more for environmentally-safe products. On average, those who reported that they would pay
more for green products said they would be willing to pay a price increase of 15 to 20%
(Mostafa 2009), but no higher (Roos and Tjarnemo 2011). Similarly, other studies indicate
that consumers with strong environmental motivation would pay a price premium of up to
10% to purchase green products (Bang, Ellinger, Hadjimarcou and Traichal 2000; Chen
2001; Tanner and Kast 2003; Paladino 2006). This willingness to pay more to ensure the
preservation of the environment is also common amongst Australian consumers (McAllister
2008) with 67.4% of respondents either “very willing” or “fairly willing” to pay higher prices
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to protect the environment (Australian National University 2008). Of those who responded to
the Australia National University’s (2008) survey, only 22.2% claimed that they would be
unwilling to pay a price increase to protect the environment. Although this willingness to pay
more for environmentally friendly products is not all-encompassing, it is prevalent amongst
the majority of Australian consumers (Ottman 1992; Coddington 1993; Davis 1993; Cason
and Gangadharan 2001; Mayer, Lewis and Scammon 2001; Veisten 2007; Australian
National University 2008). Additionally, despite the fact that consumers report that they are
willing to pay more for environmentally-friendly products, when it actually comes time to
make the purchase, do they? Some research suggests that the consumers’ willingness to pay
for environmentally-friendly products does not translate into actual pro-environment
behaviour (Winski 1991; Kalafatis, Pollard, East and Tsogas 1999).

1.1.5

Overcoming scepticism: introduction of TPO endorsements

Although green marketing is becoming a popular marketing approach, it is not guaranteed to
be successful (Reitman 1992). In the 1990s, as more companies jumped on the “green”
bandwagon, consumers grew increasingly sceptical of environmental claims (Mendleson and
Polonsky 1995; Wong, Turner and Stoneman 1996). A similar trend exists today with
consumers becoming gradually more suspicious of environmental claims as more companies
adopt green marketing strategies (Kim and Choi 2005; Peattie and Crane 2005). Previously,
in order to prove their credibility, differentiate themselves from the myriad of green products
and product labels that graced the shelves and attract the growing green market segment,
some companies developed and applied innovative green-marketing techniques (Calfee and
Ringold 1988; Kangun, Carlson and Grove 1991; Carlson, Stephen and Kangun 1993; Cude
1993). These desires for marketers to differentiate their products from competitors in
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combination with the rising concern for the environment (Australian Bureau of Statistics
2010b; Australian Bureau of Statistics 2010a) has led them to utilise marketing tactics that
cater to green consumers. One such tactic is receiving and displaying an endorsement from a
pro-environment TPO in the product labelling. A TPO endorsement is defined as product
advertising that includes the TPO’s name and a favourable assessment of the advertised
product that is recognised by the TPO (Dean and Biswas 2001). Products ranging from
bananas from Wal-Mart to coffee from Gloria Jean’s to the cork in wine bottles from
Willamette Valley Vineyards display these pro-environment TPO endorsements (Rainforest
Alliance 2011). Using a visible seal-of-approval from a pro-environment TPO, such as that
from the Rainforest Alliance, companies attempt to communicate to consumers that they are
acting in an environmentally-responsible manner. This leads to the overarching research
question that guides this study:
RQ: Does the presence of a pro-environment TPO endorsement in product labelling
actually have an impact on consumers’ product-labelling likeability, brand likeability
and/or their purchase intentions?

1.2.

Overview and objectives’

1.2.1. Aims
The aim of this study is to investigate this research question and to determine if and how
certain factors moderate or confound the impact of the presence of a pro-environment TPO
endorsement in product labelling. This study responds to calls within the extant literature and
helps address the lack of research regarding the efficacy of green-marketing strategies and
initiatives (Drumwright 1994; Menon and Menon 1997; Baker and Sinkula 2005; De Ruyter,
De Jong and Wetzels 2009; Grinstein and Nisan 2009; Cronin et al. 2011). The inadequacy of
20

green-marketing research coupled with the increasing prominence of green strategies and
their importance to firms, highlights the significance of this research.

1.2.2. Independent Variables
There is a great deal of literature relating to marketing strategies that incorporate displaying
an endorsement in product labelling but relatively little relating to endorsements given by
pro-environment TPOs. Studies that have investigated marketing topics, such as cause-related
marketing, endorsements, environmental claims and involvement, indicate that the credibility
of the TPO endorser, presence of an environmental claim, involvement with the product and
presence of a pro-environment TPO endorsement in the product labelling may influence
consumers’ product-labelling likeability, brand likeability and purchase intention. In this
study, these factors will serve as independent variables so that they can be manipulated and
controlled, as explained in Chapter 3: Methodology.

1.2.2.1.

Presence of TPO endorsement

Endorsement literature is consistent, claiming that the presence of an endorsement, if used
properly, can substantially benefit a company or product by appealing to consumers, adding
credibility to product claims, increasing advertising effectiveness, improving brand
recognition and recall, favourably influencing purchase intention and most importantly,
building brand equity (Lazarevic and Petrovic-Lazarevic 2007). The celebrity endorsement is
one type of endorsement that is commonly researched and with which most people are
familiar. Marketers hope that the celebrity’s image, attractiveness, familiarity, status,
likeability, trust and expertise appeals to their target audience (Rossiter and Bellman 2005)
21

and causes them to develop a more favourable attitude toward the endorsed brand (Till,
Stanley and Priluck 2008). Although endorsement literature is quite extensive, because most
has focused on endorsements from humans, relatively little is known about how
endorsements from TPOs, specifically from pro-environment organisations, affect
consumers’ product-labelling likeability, brand likeability and purchase intention. Do TPO
endorsements and human endorsements affect consumers in the same way? One of the aims
of this study is to answer this question. The little research that does exist suggests that TPO
endorsements can be beneficial for all parties involved, including the for-profit company, the
non-profit endorsing organisation and the product’s potential consumers. Thus, by analysing
the effect of the presence of a pro-environment TPO endorsement (in product labelling) on
consumers, this study will allow researchers to gain insight into how the pro-environment
TPO endorsement functions and will consequently make a significant contribution to
endorsement literature.

1.2.2.2.

Credibility

One factor that has been found to affect the endorser’s influence is his/her credibility.
Endorser credibility refers to “the extent to which the source is perceived as possessing
expertise relevant to the communication topic and can be trusted to give an opinion on the
subject” (Goldsmith, Lafferty and Newell 2000, pp 43). The more credible the endorser, the
more inclined consumers are to believe that what the endorser is saying is true, and the more
likely they are to develop a positive perception of the brand (Spry, Pappu and Cornwell
2009). Additionally, greater endorser credibility is thought to increase consumers’ recall and
recognition of the endorsed brand (Spry et al. 2009). But, does the credibility of the TPO
endorser have the same impact as the credibility of a human endorser?
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As previously noted, although endorsement literature is rather extensive, most has focused on
endorsements given by people instead of endorsements given by TPOs, specifically proenvironment TPOs. So, despite the fact that endorser credibility has been found to
significantly affect consumers’ attitudes toward the brand, because the research has only
analysed the credibility of human endorsers, one cannot conclude that a TPO endorsement
would affect consumers in a similar fashion. Thus, this study will analyse the source
credibility of the endorsing TPO. Because the study will investigate the role of TPO
credibility has on the effect of an endorsement, it will significantly contribute to extant
endorsement and source-credibility literature. Moreover, it will help determine if consumers
are more inclined to buy products featuring a TPO endorsement regardless if it is a credible
organisation.

1.2.2.3.

Involvement with the product

Although a significant amount of involvement research has been conducted, most relates to
the cause-related marketing context, and research within this field has exclusively focused on
the highly-involved consumer. In fact, research on TPO endorsements regarding involvement
of the lesser-involved individual is nearly non-existent. As a result, companies have
developed their marketing strategies to cater solely to highly-involved individuals (Grau and
Folse 2007). Moreover, given the low level of environmental involvement and concern of
generation Y (Rifon, Choi, Trimble and Li 2004; Australian Bureau of Statistics 2010a),
tapping into the “less-involved” market segment may be of increasing importance and
desirability in the near future. The combination of a lack of existing research and the future
implications of understanding this overlooked market segment underscores the need for
research relating to how involvement moderates the effect of TPO endorsements on consumer
behaviour. In addition, involvement plays a large role in regulating how much consumers
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have invested in the purchase decision, which subsequently affects their motivation to notice
and evaluate the product labelling. Thus, measuring consumers’ product involvement could
provide an explanation as to why the product labelling affected them the way it did.
Therefore, product involvement is a crucial variable to assess in this study and will help
contribute to the gap in literature relating to endorsement functionality and product
involvement.

1.2.2.4.

Presence of environmental claim

Many companies are trying to make their products appear environmental friendly to appeal to
environmentally conscious consumers. In order to convey their product’s environmental
qualities to consumers, many companies are displaying environmental claims in their product
labelling. Because this marketing strategy is growing in prevalence yet little is known about
its effectiveness, this study will investigate if consumers have greater intention to purchase
products with product labelling that displays an environmental claim than products that have
labels that do not feature an environmental claim.

1.2.3.

Dependent variables

This study will investigate the ways these independent variables affect the dependent
variables, including product labelling likeability, brand likeability and purchase intention.
These particular variables will be measured because it is anticipated that they will be the
variables most likely influenced by the independent variables. The more consumers like the
product-labelling, the more favourable association they make with the brand and the more
likely they are to purchase the product (Kennedy and Romaniuk 1999). The more consumers
like a brand, the more likely they are to develop a preference for that brand and subsequently
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become loyal to that brand loyalty (Lazarevic and Petrovic-Lazarevic 2007). This loyalty is
very desirable for companies as it has been found to save them a substantial amount of money
in advertising (Lazarevic and Petrovic-Lazarevic 2007). Thus, achieving brand likeability is
very desirable for a company because it can help the company can achieve its bottom-line,
profit. Understanding consumers’ purchase intentions can also provide the company with
insight to whether or not consumers would purchase the product and why. Assessing these
effects will also help develop a more thorough understanding of how pro-environment TPO
endorsements function and the ways in which they influence consumer behaviour.

1.2.4. Potential moderating and confounding variables
1.2.4.1.

Potential moderating variable: environmental consciousness

The variable “environmental consciousness” consists of an individual’s environmental
concern and environmental attitude and be measured to account for its potential moderating
effect on the relationship between the independent and dependent variables.
Individuals’ environmental concern is related to their environmental behaviour and attitude
(Kinnear and Taylor 1974) and also “refers to the degree of emotionality, level of knowledge
and readiness to change behaviour” (do Paco and Raposo 2010, pp 431). Similarly,
environmental attitudes, also called in the literature environmental affection, relate to the “the
degree of emotionality than an individual displays in relation to environmental issues” (do
Paco and Raposo 2010, pp 431). Existing literature is inconsistent as to whether
environmental concern and pro-environmental attitudes translate into environmental
behaviour (Mainieri, Barnett, Valdero, Unipan and Oskamp 1997; Kalafatis et al. 1999; Biel,
Dahlstrand and Grankvist 2005; D'Souza, Taghian, Lamb and Peretiako 2006; Yeoh and
Paladino 2007). Thus, although environmental behaviour has been found to relate to both
environmental concern and attitude, it will be measured separately.
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1.2.4.2.

Potential moderating variable: environmental behaviour

While some literature suggests that environmental concern is an accurate predictor of
environmentally conscious behaviour, such as recycling (Arbuthnot and Lingg 1975;
Kellgren and Wood 1986; Simmons and Widmar 1990) or buying green products (Hines,
Hungerford and Tomera 1986-87; Kerr 1990; Donaton and Fitzgerald 1992; Ottman 1992;
Schlossberg 1993; Chan and Yam 1995; Kim and Choi 2005), other literature indicates that
the link between environmental concern and green behaviour is less clear-cut (Winski 1991;
Kalafatis et al. 1999) suggesting that “few would commit to major behavioural alterations by
paying more or consistently purchasing a green product, particularly at the expense of
convenience, pricing, quality and product performance” (Yeoh and Paladino 2007, pp 2067).
Thus, individuals’ concern for the environment does not always guarantee that the act in a
pro-environment manner (Mackenzie-Mohr and Smith 1999; Vermeir and Verbeke 2006;
Lorenzoni, Nicholoson-Cole and Whitmarsh 2007; Roos and Tjarnemo 2011). In fact,
numerous studies have found a gap between consumers’ environmental attitudes and
purchase decisions (Peattie 1995). However, because individuals with higher concern for the
environment may be more inclined to engage in pro-environment behaviour, such as
recycling, they may be more attentive to environmental cues and consequently more affected
by the presence of a pro-environment TPO endorsement. If consumers do, in fact, act in
accordance with their environmental attitudes and concerns and claim to purchase
environmentally friendly products, does that mean that they would select a product solely on
the basis of it having pro-environment TPO endorsement? To provide insight into the
relationship between these variables, environmental attitudes and concern and proenvironment behaviour, which in this study entails intending to purchase an environmentally
friendly product, will be measured in this study.
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1.2.4.3.

Potential confounding variable: environmental knowledge

Similarly, environmental knowledge (both subjective and objective) will be measured to
ensure that they do not have a confounding effect on the impact of the independent variables
on the dependent variables.
Level of knowledge of environmental issues will be investigated in this study. Environmental
knowledge is defined as “a general knowledge of facts, concepts, and relationships
concerning the natural environment and its major ecosystems” (Mostafa 2009). Both
subjective and objective knowledge will be measured. While subjective knowledge refers to
one’s belief about a particular state of knowledge, objective knowledge pertains to accurate
stored information (Bettman and Park 1980; Park and Lessig 1981; Brucks 1985; Sujan 1985;
Alba and Hutchinson 1987). Previous studies have found that consumers’ level of knowledge
affects their attitudes toward the brand, product preferences, and the way in which they
process information specifically, the cues to which they attend when making a purchase
decision (Friestad and Wright 1994). Because environmental knowledge may operate as a
moderating variable, it will be measured in this study.
Do consumers have adequate knowledge to evaluate environmental claims and does their
scepticism of environmental claims allow them to distinguish between legitimate and
illegitimate claims? Although the Australian Competition & Consumer Commission (ACCC)
actively enforces the Trade Practices Act, which was passed to protect consumers from being
deceived by misleading product or service information (Martin 2005), it does not regulate the
endorsements given by pro-environment TPOs. The possibility exists for consumers to be
misled should they assume that a pro-environment TPO endorsement on the product labelling
means the product is environmentally-friendly, even though it does not directly claim to be.
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Conducting this study will help determine if consumers are vulnerable to being misled by the
pro-environment TPO endorsement and may highlight the need for action in the public-policy
arena to regulate such labelling practices.

1.2.4.4.

Potential confounding variable: Scepticism

More and more companies are making environmental claims about their products to appeal to
environmentally-conscious consumers. With this increase has also come increasing
scepticism. Because many claims have been identified as illegitimate, many consumers have
become sceptical of environmental claims in general (Kim and Choi 2005; Peattie and Crane
2005). Although scepticism of environmental claims is thought to have potentially
unfavourable impacts on consumers, some public-policy groups suggest that consumer
scepticism may help them effectively evaluate environmental claims. Does this scepticism of
environmental claims affect consumers’ evaluation of the product and subsequently impact
their purchase decisions? By evaluating the relationship between scepticism and
environmental claims, the results from this study will help answer this question.

1.2.5. Demographic variables
This study will also assess how basic demographic variables, such as gender, age and level of
education attained, affect participants and their purchase decisions. With regards to gender,
while some studies have found women to have higher concern for the environment and to be
more willing to pay higher prices for environmental products than men (Anderson and
Cunningham 1972; Stern and Dietz 1993; Zelezny and Chua 2000), findings from other
studies suggest the opposite (MacDonald and Hara 1994). Although findings are inconclusive
as to which gender has higher environmental concern, they all suggest that gender and other
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demographic variables, such as age, could moderate the effect of the independent variables
on the dependent variables.

1.3.

Thesis structure

This thesis consists of five chapters:
Chapter 2 will review literature relevant to this study, including that on topics such as causerelated marketing (CRM), endorsements, endorsements in the pro-environment context,
message processing, environmental knowledge, environmental consciousness and proenvironment behaviour, and on various theories, such as the congruence and balance theories,
that provide the theoretical framework on which this study is based. Additionally, the chapter
will identify and thoroughly explain he hypotheses that will be tested in this study.
Chapter 3 will outline and justify the experimental design used in the study to test the
hypotheses. The various conditions to which the participants were randomly assigned will be
explained as will the development and use of the stimuli. The way in which data was
collected for both the pre-test and main questionnaire will be discussed. Additionally, the
constructs that composed the questionnaire, their origins and the scales by which they were
measured are identified. The chapter also discusses the manipulation checks conducted to
ensure that the variables were manipulated as intended, and describes the various analyses
that were used to interpret the data. Chapter 4 provides the results from the analyses
conducted to test the hypotheses and analyse the data. Chapter 5 puts the results from the
analyses into the context of the literature and explains their implications. It also discusses the
limitations of the study and offers suggestions for future studies. In the following chapter
(Chapter 2), the literature which guides this study and provides the theoretical lens through
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which the research question is examined and the formulation of relevant hypotheses are
described and presented.
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2.

LITERATURE REVIEW

As noted in the previous chapter, the aim of this study is to investigate if and how the
presence of a pro-environment TPO endorsement, specifically in the seal-of-approval format,
in product labelling affects consumers’ brand likeability, product-labelling likeability and
purchase intentions. This chapter will provide a review of the literature relevant to
understanding the overarching theme of the study—pro-environment marketing. Due to the
lack of previous research on the effect of pro-environment TPO endorsements, literature
relating to CRM, green marketing, general endorsements and message processing will be
used as a foundation for this study. By understanding these concepts, one can better
comprehend the cause-driven nature and functionality of a pro-environment TPO
endorsement. Gaps in the existing literature, aims of this study, this study’s contributions to
the literature and the hypotheses will be indentified. The chapter will start off by explaining
cause-related marketing and the use of TPO endorsements and how these marketing strategies
are related. Next, the costs and benefits of using an endorsement for the for-profit
organisation, the TPO and the consumer will be discussed. The literature review will then
progress onto discussing pro-environment TPO endorsements and their growing prevalence
in the marketplace.
To better understand how consumers are affected by the presence of the pro-environment
TPO endorsement in the product labelling, it is essential to know how consumers process the
information they are presented. Thus, how the format of the endorsement, the use of product
cues and the reliance on “expert” claims affect the way consumers process information will
be explained. The congruence theory and balance theory serve as the theoretical framework
to explain these effects. Then justification for the stimuli material, product labelling, will be
provided. The chapter will close with a summary of the hypotheses.
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2.1.

Cause-related marketing

With the vast number of products in the marketplace and consumers demanding more for
their money, companies need to find a way to both differentiate their products and cater to
consumer demands. One solution to this dilemma, which numerous companies have utilised,
is referred to as cause-related marketing (CRM). This marketing strategy consists of a
company’s claim to donate a specified amount money to a social cause or non-profit
organisation when consumers purchase its services or products (Nan and Heo 2007). By
linking the product to a cause, for-profit companies can differentiate their product while
catering to consumers by giving them the opportunity to make a positive contribution to
society through their purchase of a product (Bronn and Vrioni 2001). Thus, this form of
sponsorship allows for-profit companies to give to non-profit organisations while
simultaneously trying to increase sales (Varadarajan and Menon 1988; Dean 2002; Grau and
Folse 2007). Not only does this strategy benefit the firm, it also makes a positive contribution
to the larger society. For example, General Mill’s Yoplait campaign “Save Lids to Save
Lives”, which vows to give to the Susan G. Komen Breast Cancer Foundation 10 cents for
every yogurt lid customers return to the company (Nan and Heo 2007). In addition to
enhancing a company’s reputation, a CRM campaign can solidify perceptions of the forprofit company’s integrity, improve employee productivity and motivation, and generate
favourable media coverage (Duncan and Moriarty 1997).
A survey conducted in the United States confirms the notion that CRM plays an important
role in consumers’ purchase decisions. After accounting for price and quality, three-quarters
of consumers say they “will switch brands to a company involved with a charitable cause”
(Lorge 1998). Similarly, over one-third of Americans claim that a “company’s responsible
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business practices is the most important factor in deciding whether or not to buy a brand”
(Cory 2004). If brands are equal in quality and price, participants were more inclined to opt
for a brand that has a CRM claim over a brand without one (Bronn and Vrioni 2001).
However, findings from a recent survey by Boulstridge and Carrigan (2000) contradict the
idea that corporate behaviour influences consumers’ purchasing decisions. Researchers
contend that corporate responsibility practices may help a company gain a competitive
advantage, but will not affect consumer buying behaviour (Bronn and Vrioni 2001). Aside
from this study, most research supports the claim that CRM is beneficial overall to the forprofit company (Bronn and Vrioni 2001).

2.2.

TPO endorsements

CRM may seem to be a dependable, successful strategy for marketers. Yet, consumer
scepticism of product claims is increasing as more companies adopt the CRM strategy,
jeopardising its effectiveness (O'Sullivan 1997; Mohr, Eroglu and Ellen 1998). This growing
distrust and suspicion of a company’s product claims could lead consumers to reject the
claims and subsequently affect their purchase decision (Bronn and Vrioni 2001). As a result,
marketers are looking for vehicles other than CRM to communicate their message and
favourably differentiate themselves from other companies. One such technique that
companies have employed to effectively convey product claims to consumers and attain a
socially responsible image is the use of a third-party organisation (TPO) endorsement (Feng,
Wang and Peracchio 2008). Dean and Biswas (2001) define a TPO endorsement as product
advertising that includes the TPO’s name and a favourable assessment of the advertised
product that is recognised by the TPO. Although endorsement literature is rather extensive,
most has focused on endorsements from people. Because this study will investigate the
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effects of an endorsement given by a TPO, rather than an individual, it will significantly
contribute to existing endorsement literature.

2.3.

The relationship between CRM and TPO endorsements

Although CRM and TPO endorsements are technically different in that CRM entails a
company donating a certain proportion of its sales to some sort of cause or charity while a
TPO endorsement is an endorsement from a thirty-party (often a non-profit organisation),
because the aim of both is for consumers to link their product with a cause, their effects can
be explained by the same underlying process, affect transfer, or more commonly referred to
as the brand-leveraging process (Nan and Heo 2007). The idea is that by supporting a cause
or receiving an endorsement from an organisation, a company can enhance its reputation as a
good corporate citizen (Till and Nowak 2000). Subsequently, the company uses this wellestablished corporate image to leverage, or favourably influence, a product’s entry into a new
or related product category (Nan and Heo 2007). Brand leveraging conveys a message to
consumers about the product and its qualities based on their existing perceptions of the parent
company. Moreover, consumers who believe themselves to be altruistic may identify more
with the brand because they perceive it to also be altruistic and to possess the same traits they
desire to have within themselves (Mael and Ashforth 1992; Lichtenstein, Drumwright and
Braig 2004). Therefore, consumers may make purchase decisions based on the reputation
and image of the product’s parent company. Marketers greatly desire to achieve this effect
due to its tendency to yield favourable product evaluation from consumers.

2.4.

Cost and benefits of endorsements
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Receiving and displaying a TPO endorsement is thought to have a range of benefits for the
for-profit company, the endorsing non-profit organisation and even consumers, which may
explain why this marketing strategy has recently become increasingly popular (Feng et al.
2008).
Today, a variety of threats and obstacles make it more difficult than ever for non-profit
organisations (NPOs) thrive while adhering to their selected mission (Harvey and McCrohan
1988). As a result, charities have opted to seek alternative measures, often turning to forprofit companies for assistance. Organisations can form partnerships with for-profit
companies in which they exchange their endorsement of the for-profit company’s product for
monetary support (Bennett and McCrohan 1993). Thus, through its alliance with a for-profit
company, the TPO can exchange its main asset—its reputation—for payment, which can
significantly add to its income and reduce its reliance on donations (Bennett and McCrohan
1993). Additionally, the presence of the TPO’s endorsement on products increases awareness
and recognition of its cause (Daw 2006). Although this relationship appears to be mutually
beneficial, should the for-profit company come under fire for one reason or another, the
negative attention that it attracts may reflect poorly on the TPO.
On the other side of the table, the for-profit company has much to gain from a TPO’s
endorsement. Similar to research on CSR, research relating to endorsements has consistently
found that endorsements can be quite effective in influencing consumer behaviour (Dean
1999) by positively affecting their brand perceptions and overall attitude towards the product
(Fireworker and Friedman 1977). In fact, one study found that just one exposure to an
endorsement made individuals’ attitude toward the product substantially more positive
(Fireworker and Friedman 1977).
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In a world of an abundance of products of similar price, quality and service, a TPO
endorsement helps differentiate a product from its competitors (Bronn and Vrioni 2001).
Brand differentiation is pivotal to the brand-building process (Aaker and Keller 1990).
Consumers perceive endorsements to as indicating greater product quality (Ippolito 1990),
more accurate and credible ad information (Dean and Biswas 2001) and more difference from
competitors, which reflects positively on the brand and enhances its image (Boulding and
Kirmani 1993; Dean and Biswas 2001). In fact, endorsements from a TPO have been found
to be more effective in enhancing consumers’ view of a product’s quality (Feng et al. 2008)
and attitude toward the product (Fireworker and Friedman 1977) than ads without an
endorsement or ads with an endorsement from a celebrity. Perceived product quality refers to
the overall assessment of the brand’s superiority and excellence in comparison with other
brands (Dean 1999).
The way in which individuals perceive a product’s quality has a large impact on their
decision to purchase the product (Zeithaml 1988). Additionally, an excellent reputation will
also help to facilitate a company’s efforts to differentiate a product from products of similar
price and quality, giving it an advantage over competitors (Kay 1993; Bronn and Vrioni
2001). Thus, endorsements from reputable organisations can be particularly beneficial for
companies whose products have many competitors and numerous substitutes by setting them
apart and bettering their reputation. For example, the American Dental Association’s (ADA)
seal-of-acceptance to Crest toothpaste in 1960 helped it attain the position of market leader
(Management 1964). The advantage gained from the endorsement, however, may be fleeting
because other competitors can adopt the same certification. Yet, should the endorsement
improve the brand’s reputation, which may lead to an enduring positive perception of the
company, the advantage can be sustainable (Collins 1993).
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2.5.

The pro-environment TPO endorsement

One form of TPO endorsement that has received relatively little academic attention and scant
research despite its increasing prevalence and importance is that which relates to the
environment. One example of a pro-environment TPO endorsement is prevalent on coffee
cups across Australia; this endorsement is made by the Rainforest Alliance, and it has
partnered with mega-companies, such as McDonald’s and Gloria Jean’s Coffees. Companies
seek to attain these endorsements to achieve their numerous believed benefits, such as
substantiating environmental product claims to reduce consumer scepticism (Westley and
Vrendenburg 1991; Coddington 1993; McArthur 1994; Mendleson 1994) and appealing to
the growing pro-environment market segment through the development of a positive
corporate image.

2.5.1.

Effects of using the pro-environment TPO endorsement on the for-profit
company

Many companies have found these pro-environment TPO endorsements to be assets in
helping them effectively convey their product’s environmental qualities to the consumer. In
order to relay this environmental information to consumers, a company may display an
environmental claim on the product’s labelling. These claims refer to statements made by a
company about the environmental benefits and/or attributes their product delivers (Palerm
2000) and come in a variety of forms. Often, they include statements about recycling,
environmental sustainability, the product’s impact on the natural environment or water and
energy efficiency (Australian Competition and Consumer Commission 2011). Companies
hope that by communicating their product’s environmental qualities, they can subsequently
establish an image of environmental consciousness that appeals to the growing proenvironment consumer market segment (Palerm 2000). Additionally, companies anticipate
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that environmental claims will help differentiate their brand from their competitors that may
be similarly priced and of similar quality (Australian Competition and Consumer
Commission 2011).
But, due to poor past environmental performance or having previously made misleading
environmental claims, a company’s environmental claims can sometimes lack credibility in
the eyes of consumers (Mendleson and Polonsky, 1995, Borin et al., 2011)(Mendleson and
Polonsky 1995; Borin, Cerf and Krishnan 2011). Additionally, credibility issues can arise if
the company promotes “environmentally safe” products without first implementing
environmental consciousness into their corporate culture. For example, some companies have
altered their marketing strategies to cater to the growing pro-environment market yet have not
altered their production process or products to validate these claims (Ottman 1992; Lawrence
2008). These actions led to negative publicity for not just the guilty parties involved but also
other firms that make legitimate environmental claims. As a result, consumers have become
increasingly sceptical of environmental claims in general (Carlson et al. 1993; Mendleson
and Polonsky 1995; Wong et al. 1996; Peattie and Crane 2005). This lack of trust of
environmental claims can potentially serve as a barrier to consumers’ purchase of proenvironment products (Yiridoe, Bonti-Ankomah and Martin 2005; Aertsens, Verbeke,
Modelaers and Huylenbroeck 2009) because it prohibits consumers’ environmental concern
from directly translating into environmental action (Crane 2000). Additionally, the increasing
prominence of pro-environment claims is making consumers even more suspicious of this
marketing strategy (Calfee and Ringold 1988; Kangun et al. 1991; Carlson et al. 1993; Cude
1993).
Thus, in order to substantiate and increase the credibility of their environmental claims, many
companies have adopted the marketing strategy of displaying a pro-environment TPO
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endorsement on their product packaging (Mendleson and Polonsky 1995). This method of
using a pro-environment TPO to increase the credibility of environmental claims is wellfounded in that claims made by environmental organisations have been found to be four times
more credible than those made by manufacturers themselves and twice as credible as claims
made by the government (Services 1992). Therefore, by using a pro-environment TPO
endorsement, a company hopes to substantiate its product claims and in turn, effectively
convey its product’s environmental qualities to consumers.
As with TPO endorsements in general, the aim of displaying a pro-environment TPO
endorsement is to help generate favourable brand perceptions and overall attitudes toward the
brand and product, differentiate the product from competitors and enhance the company’s
corporate image. Displaying an endorsement from a pro-environment TPO can help a
company associate itself with an organisation that has a positive pro-environment reputation.
In turn, the company hopes that the TPO endorsement will function in a similar manner to
other CRM techniques in which favourable perceptions of the pro-environment TPO are
transferred to the company through the brand-leveraging process. As a result, the company
hopes to develop an environmentally-responsible image in the eyes of consumers. This
perception of environmental consciousness is expected to open the door to a new and
growing market segment—the pro-environment consumer—to which the company may not
have had previous access (Coddington 1993; Nature 1993; Mendleson 1994). In addition,
the company’s alliance with a pro-environment organisation can help generate positive
publicity, which will reflect favourably on the company and further its goal towards
developing a reputation as being environmentally friendly (Coddington 1993; Nature 1993;
Mendleson 1994). This study will investigate whether or not the presence of a proenvironment TPO endorsement enhances brand likeability and increases consumers’ intention
to purchase the product.
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2.5.2. Effects of the pro-environment TPO endorsements on consumers
Not only are pro-environment TPO endorsements thought to benefit the for-profit company,
they may also serve as valuable tools to consumers in making purchase decisions. Because
environmental issues are scientific and often complex, an extensive amount of environmental
knowledge is required to fully comprehend them and their impacts (Stead and Stead 1992;
Stern 1992; Shirvastava 1995). Since most of consumers’ knowledge regarding
environmental issues and terminology is relatively limited (Synodinos 1990; Ellen 1994;
Alba and Hutchinson 2000; Thogersen 2000) and largely based on what they have heard from
the media (Australian Bureau of Statistics 1996; Project for Excellence in Journalism 2006;
Antilla 2010), they may not have an adequate amount of environmental knowledge to
accurately evaluate environmental product claims (Mendleson and Polonsky 1995). For
example, although consumers may be familiar with certain terms, such as “recyclable”, they
may lack a thorough understanding of their definition and implications (Hastak et al. 1994;
Borin et al. 2011). As a result, they cannot understand the product labelling’s intended
message (Thogersen 2000)
Additionally, because there is a lack of consensus as to what constitutes pro-environment
behaviour, how “non-green” behaviour affects the environment and which are the “best”
environmental products, consumers may be confused how their purchases affect the
environment and how to purchase products that do not have a negative impact (Ellen 1994).
This lack of availability of consistent and factual pro-environment information poses a huge
obstacle to consumers in making purchase decisions (Schlossberg 1993) and may exacerbate
consumers’ inadequacy in evaluating environmental claims. In fact, according to Pickett-
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Baker and Ozaki (2008), aside from cleaning products, consumers are unable to identify
greener products.
To compound the problem, the number of companies using this marketing strategy is
increasing (Martin 2007), which means there is a greater number of product claims in the
marketplace. As a consequence of the abundance and variety of claims facing consumers, it
may be even more difficult for them to distinguish between which claims are significant and
genuine and which are not (Borin et al. 2011). Although many products now display
environmental claims, other products that do not negatively affect the environment may not
display such claims (Borin et al. 2011). How, then, are consumers to determine which
products have the lowest environmental impact?
Thus, with the increasing number of products displaying environmental product claims (Leire
and Thidell 2005), the variety and complexity of environmental claims made, the lack of
understanding of environmental issues and terminology and the lack of available
environmental information, consumers may opt to rely on environmental symbols,
certifications and endorsements to guide their decision-making. These symbols and claims
indicate a variety of qualities about the product, such as it being recycled, recyclable,
produced in an environmentally friendly manner and having a small carbon footprint (Smith
1990; Rietmuller and Buttriss 2008). Pro-environment endorsements can serve as guides to
help consumers identify and purchase environmentally-friendly products (Palerm 2000;
D'Souza et al. 2006), and consequently, help them reduce their environmental impact.
Although many environmental certifications and endorsers require the company to meet
rigorous standards before it can display the certification and approval, others will certify any
product if the price is right (Schmidt 2009). If a company can display an environmental claim
regardless of its actual environmental practices, how are consumers supposed to determine
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which certifications indicate that the company has significantly reduced its negative impact
on the environment, and which ones serve as a marketing ploy? The very claims and
certifications which consumers rely to help compensate for their lack of environmental
knowledge may actually be exploiting that lack of knowledge to influence their purchase
decisions.
Often, companies do not explain the environmental symbols and certifications that they
display within their product labelling. For example, a company may promote claims made by
pro-environment TPOs, such as that they only use coffee beans that are “Rainforest Alliance”
certified, yet they do not expand on or fully explain what this certification entails. According
to Jahdi and Acikdilli (2009), “claims made by advertisers about their green attempts do not
negate the overall impact of their operations.” As previously stated, just because one aspect
of the production of the product was environmentally-friendly does not guarantee that other
steps in the process did not harm the environment (Borin et al. 2011). For example, a
company may claim that the wheat used to produce its brand of cereal is organic, yet in the
process of converting the wheat into cereal, the company released a significant amount of
fossil fuels into the environment. Considering every component of the product and the way in
which it was produced may reveal that the product, as a whole, could not be considered
environmentally friendly. These types of claims can be deceptive to the consumers who
believe that they are buying “green” when in fact, they are actually supporting a company
that harms the environment (Borin et al. 2011). Do consumers view the presence of a proenvironment TPO endorsement on the product labelling as a guarantee that the product
claims are well-founded?
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2.5.3. Other negative effects of the pro-environment endorsement
Although many TPO organisations only charge the amount that it costs to test the products’
performance or claims, other organisations charge hefty fees to display its logo and provide
the endorsement (Bennett and McCrohan 1993). Due to the fact that many smaller companies
have a limited budget, they are unable to pay this high premium. Thus, despite being of equal,
if not better quality, smaller companies, which may be unable to afford an endorsement,
cannot compete with larger companies, which can. These fee-based endorsements pose as a
barrier to market entry for smaller companies and in turn, limit the range of products from
which consumers can make informed choices (Bennett and McCrohan 1993). Additionally,
the extra cost to buy the endorsement may be passed on to consumers and reflected in an
increased product price (Siwolop 1989). But do consumers view the absence of claims to be
environmentally friendly as an indication that the product lacks that benefit? Are they likely
to overlook a product simply based on the fact it does not have endorsement even through it
delivers on the product claim just as well as products that do (Calfee and Pappalardo 1991)?
This study will help answer these questions by investigating the difference in consumer
responses to environmental claims with and without the presence of pro-environment
endorsements.
H1: It is predicted that the presence of a pro-environment TPO endorsement in product
labelling will favourably influence participants’ product-labelling likeability, brand
likeability and purchase intention.

2.6.

How seal-of-approval TPO endorsements function
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2.6.1.

Format of the endorsement

The format of an endorsement may determine how consumers process its information, and
thus determine how they affect the endorsement (Dean and Biswas 2001). TPO endorsements
usually come in one of three standard forms:
(1) the product displays a “seal-of-approval” from the TPO
(2) a non-comparative, subjective statement is made regarding one or more product
characteristics
(3) one or more of the product’s characteristics are ranked against competitors in the same
product category (Dean and Biswas 2001).
In this study, the seal-of-approval format will be used and its effects will be assessed. Since
the seal-of-approval endorsement format is a proven, effective and profitable marketing
strategy used by numerous companies (Bennett and McCrohan 1993), this form of the TPO
endorsement has been selected to appear in the product labelling. Despite the extensive
amount of information regarding the effectiveness of seal-of-approval endorsements,
information on the effects a pro-environment TPO seal-of-approval endorsement is relatively
limited.
Although the seal-of-approval format sometimes delivers ambiguous information about the
product, because its graphics tend to resemble the TPO corporate logo, it attracts attention
and elicits a memory in the consumer (Dean and Biswas 2001). Attracting the attention of
consumers is quite significant as it is one of the biggest problems advertisers face today
(Rossiter and Bellman 2005). The more familiar consumers are with the seal in other
contexts, the more effective it is in conveying information (Dean 2002). For example,
because consumers are familiar with star ratings for movies, hotels and restaurants, they may

44

be more inclined to associate a seal-of-approval featuring stars with the characteristic “high
quality” than they would be if it featured another symbol, such as a circle, that has not
associated meaning.

2.6.2.

Using product cues

Rarely is comprehensive product information accessible to consumers. When critical product
information is not available, consumers tend to make inferences about the product using the
information that is present (Huber and McCann 1982; Jacard and Wood 1988). These
inferences are then combined with their existing knowledge to form an overall evaluation of
the product (Huber and McCann 1982; Brucks 1985; Jacard and Wood 1988). One way
consumers obtain information about the product, reduce uncertainty and make inferences is
by drawing upon available product cues, which can be intrinsic or extrinsic (Olson and
Jacoby 1972; Dean 1999). Extrinsic cues relate to the product’s intangible characteristics,
such as brand name, warranty, price and country-of-origin, while intrinsic cues pertain to the
physical product, such as its size and quality (Steenkamp 1989). These cues are used to
deduce information about other product characteristics, such as quality and performance
attributes, that may be unavailable (Gabbott 1991). Because seal-of-approval endorsements
may be used by consumers to infer product attributes, they function as extrinsic cues.
The amount of prior knowledge consumers possess determines the type of cue to which they
attend (Dean 1999). For example, consumers that have low prior knowledge are more
inclined to rely on extrinsic cues, whereas consumers with a sufficient amount of prior
knowledge are more likely to utilise intrinsic cues to evaluate the product (Dean 1999). In
fact, consumers with low knowledge may rely completely on the seal-of-approval
endorsement to make their purchase decisions. Since consumers may lack an adequate
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amount of environmental knowledge and may not be able to consult an environmental expert,
they may be unable to properly evaluate a product’s environmental attributes. Thus, the sealof-approval endorsement may be particularly valuable in helping consumers effectively
evaluate a product’s environmental qualities and impact.
Without the reliance on claims to provide “expert”, unbiased information, consumers’
decision-making is often restricted to their existing knowledge of the product and the cause
and the amount of time they have to evaluate them (Bennett and McCrohan 1993). In
addition, the complexity of claims and their terminology often make the message difficult to
comprehend (Stead and Stead 1992; Stern 1992; Shirvastava 1995). One benefit of the sealof-approval is that it can convey a message or an idea in a simplistic manner that it is easy for
the consumer to understand (Bennett and McCrohan 1993). Thus, seal-of-approval proenvironment TPO endorsements can convey the message to consumers that the product is
environmentally-friendly without forcing them to think too deeply or requiring them to have
extensive knowledge in pro-environment matters.
Therefore, the seal-of-approval pro-environment TPO endorsement may substantially impact
consumers’ purchase intentions by serving as an extrinsic cue. This study will investigate if
the seal-of-approval pro-environment TPO endorsement does function as an extrinsic cue and
will determine how the presence of the endorsement affects consumers and their purchase
intentions.

2.6.3. Congruence and balance theory
An endorsement’s function as an extrinsic cue can be explained by the balance theory (Dean,
1999), which suggests that a triangular relationship exists between the consumer, endorser
and object of the endorsement (Dean, 1999). The theory contends that people seek to
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maintain a balanced and harmonious relationship between these three elements. In order to
attain this balance, consumers may have to alter their attitudes (Dean, 1999). As a result,
firms hope that the positive sentiment consumers feel towards the event will be transferred to
the sponsor. This process is known as the “halo effect” and may convey a message to
consumers that the sponsor’s products are of higher quality than those of its competitors
(Dion and Berscheid 1972). According to Dean (1999), this transfer of favourable consumer
sentiment from the event to the sponsor’s products requires an element of perceived fit
between the event and sponsor’s product to be effective. For example, Nike sponsoring a
track meet would have a high level of perceived fit, as Nike is a sports-apparel line directly
related to a sporting event (the track meet). An example of low fit would be a chocolate
company sponsoring a triathlon, as they are not directly related, and indeed could be
perceived as inimical. Thus, based on Dean’s (1999) research, the “halo effect” would be less
likely to occur.

2.7.

Factors that affect processing

Since individuals’ involvement with the product often determines the route by which they
process information, product involvement may also determine elaboration, which consists of
motivation to process the message and the depth in which they process the message. Thus,
these variables are inter-related in that the level of one determines or affects the level of
another. Because each of these variables could influence the effect of the presence of the TPO
endorsement in the product labelling on the consumer and his/her purchase intention, each
will be evaluated in this study.
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2.7.1.

Involvement

Involvement is an important variable to control in studies that analyse consumers’ responses
to advertising and marketing stimuli (Laaksonen 1994) as it has been found to moderate the
influence of the stimuli on the viewer (Kapferer and Laurent 1985) and to have a sizeable
effect on the consumers’ elaboration of the stimuli (Dholakia 2001; Te'eni-Harari, LehmanWilzig and Lampert 2009). Although a considerable amount of literature regarding
involvement exists, many researchers still suggest that additional research needs to be
conducted to develop a more thorough grasp of the construct of involvement (Zaichkowsky
1986; Te'eni-Harari et al. 2009). Multiple definitions and measures of the involvement
construct exist, possibly due to the numerous applications of the term “involvement”
(Zaichkowsky 1985). Previous studies have assessed involvement with various things,
including advertisements (Krugman 1977), the purchase decision (Clarke and Belk 1978) and
products (Howard and Sheth 1969; Hupfer and Garnder 1971). Different types of responses
to the involvement questions were found depending on what was associated with involvement
(Zaichkowsky 1985). This study will assess involvement with products.

2.7.2. Product involvement
Although there is no one commonly accepted definition of product involvement, for the
purposes of this study, product involvement will be defined as “an internal state variable that
indicates the amount of arousal, interest or drive evoked by a product class” (Dholakia 2001).
Product involvement refers to one’s perceived personal relevance with a product, which is
often based on values, self-concept, needs or interests (Krugman 1967; Mitchell 1979;
Greenwald and Leavitt 1984; Rothchild 1984; Zaichkowsky 1985; Zaichkowsky 1986;
Dholakia 2001). Thus, depending on the individual, a specific product or product category
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may be more or less central to his/her life, sense of identity and relationship with the rest of
the world (Traylor 1981). Although level of involvement with certain products may be
somewhat subjective and dependent on time or place (Clarke and Belk 1978), in a
homogenous population, the rank order of involvement of a range of products is relatively
consistent (Clarke and Belk 1978). Various studies support this notion that some products are
generally found to promote either high or low involvement (Hupfer and Garnder 1971;
Ratchford and Andreasen 1974). Products that have been considered as triggering uniformly
high involvement or low involvement are automobiles and facial tissues, respectively (Hupfer
and Garnder 1971).

2.7.2.1. Impacts of product involvement
Previous research indicates that consumers’ level of product involvement can influence the
amount of time and effort they put into the decision-making process to purchase a product
(Petty and Cacioppo 1986), the effectiveness of the ad or product labelling (Te'eni-Harari et
al. 2009), the extent to which they search for information about the product, the depth of their
comparisons of the various alternatives within the same product category, the way in which
their preferences and attitudes about the product are affected, their brand loyalty and the way
in which they process the information they are presented (Petty and Cacioppo 1986; Celsi and
Olson 1988; Brisoux and Cheron 1990; Leclerc and Little 1997; Hanzaee, Khoshpanjeh and
Rahnama 2001). Because brand loyalty is a key determinant of brand equity, which helps
businesses achieve profitability (Aaker and Keller 1990), it is important to develop a
thorough understanding of the influence of product involvement on consumers. Existing
literature suggests that high-product involvement is a precondition to loyalty. Additionally,
product involvement, unlike many other variables, has been found to be relatively stable over
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time as it is independent of situational influences (Rodgers and Schneider 1993), so it can
have long-term effectiveness in helping marketers and advertisers understand consumers’
decision-making process (Havitz and Howard 1995; Quester and Smart 1996; Iwasaki and
Havitz 1998).

2.7.2.2.

Antecedents to and influential factors on product involvement

Despite the ample amount of information relating to product involvement’s impacts,
relatively little is known about its origins (Coulter, Price and Feick 2003). According to
(Kapferer and Laurent (1985), involvement is a multi-dimensional construct that stems from
one or more of the following five antecedents:


interest



risk probability



risk importance



rewarding nature of the product



perceived ability to express one's self

These antecedents are thought to mediate the effect of other variables on involvement
(Kapferer and Laurent 1985). For example, because durable products are expensive, they
influence the amount of perceived risk associated with the product. Since these types of
products are purchased infrequently, the consumer is not completely knowledgeable about the
product at the time of purchase unless he/she makes the conscious effort to gain such
knowledge. Conversely, products that are frequently purchased, possibly on a day-to-day
basis, enable consumers to develop extensive knowledge about the purchase; this reduces
perceived risk. Furthermore, the less differentiated the products in a particular category, the
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less able consumers are to express themselves through the purchase of a particular brand
(Kapferer and Laurent 1985).
Other studies have also identified information acquisition (Howard and Sheth 1969),
importance and personal relevance (Petty and Cacioppo 1980; Zaichkowsky 1985; Richins
and Bloch 1986; Celsi and Olson 1988) as factors that influence product involvement. The
antecedents identified by Kapferer and Laurent (1985), the five factors mentioned above and
the interplay between these antecedents and factors will be discussed in greater detail in the
following section.
Various studies deem perceived personal relevance to be the fundamental characteristic of
involvement (Petty and Cacioppo 1980; Zaichkowsky 1985; Richins and Bloch 1986; Celsi
and Olson 1988) in that a person’s level of involvement is regulated by the degree to which
they perceive the concept or product to be personally relevant (Celsi and Olson 1988). The
more the product’s attributes are in line with an individual’s goals, needs and values and the
more product knowledge an individual has (Celsi and Olson 1988), the more relevant the
product is and, consequently, the greater the product involvement. Thus, determining the
level of perceived relevance a product has for an individual will help establish involvement.
Additionally, the amount of perceived personal relevance individuals have with a product
directly affects their cognitive behaviours, such as attention, and overt behaviours, such as
shopping and searching (Celsi and Olson 1988). Therefore, the extensiveness of an
individual’s search for information about a product could be a good measure of how relevant
they perceive the product be, and, in turn, an accurate reflection of their product involvement.
Therefore, product relevance and information search are important variables to assess to
determine an individual’s level of involvement with a product.
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Although there are multiple ways that a product can be relevant to a consumer, in
involvement literature, there are two agreed-upon aspects: the hedonic and the important
(Kapferer and Laurent 1985; Zaichkowsky 1985; Zaichkowsky 1987; Chaudhuri 2000).
These aspects represent the emotional and rational values, respectively, that consumers assign
to products (Zaichkowsky 1987). Despite the fact that reason and emotion are separate means
of attaining information about the world, they are often complementary (Tucker 1981; Buck
1985). Because these dimensions of product involvement represent different kinds of
knowledge, and knowledge affects risk, they are associated with perceived risk (Chaudhuri
2000). Although product knowledge is typically thought to consist of rational information,
such as that relating to quality or price, emotion (hedonic involvement) also contributes to
consumers’ knowledge of the product (Chaudhuri 2000). Thus, both the important and
hedonic dimensions of product involvement are determinants of perceived risk.
The frequency and habitualness with which consumers purchase a particular good is typically
a direct indication of their level of involvement with the product. Regularly purchased,
commodity-like goods, such as canned foods or toilet paper, tend to be considered lowinvolvement products (Lastovicka 1979), whereas more brand-differentiated, high-value and
less-frequently purchased goods are considered to be high-involvement products (Lastovicka
1979).
The frequency with which consumers purchase a product often reflects the amount of
perceived risk they associate with the purchase. The role that perceived risk plays in its
relationship with product involvement is strongly debated and unclear in the academic
literature. While some studies indicate that risk is an aspect of involvement (Bettman 1973;
Kapferer and Laurent 1985; Dowling and Staelin 1994), others claim that risk is a
consequence (Srinivasan and Ratchford 1991; Dowling and Staelin 1994), an antecedent
(Kapferer and Laurent 1985) or mediator of involvement (Chaudhuri 2000). Despite these
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discrepancies in how perceived risk and product involvement are related, the fact that they
are in some way related is not debated.
Perceived risk relates to the uncertain and unanticipated adverse consequences associated
with the purchase or consumption of a product or service (Bauer 1960). This risk may entail
social or financial losses that arise from the cognitive processing of certain features of
product-related information (Dholakia 2001). For example, social risk is related to the
negative consequences linked to the unfavourable opinions of others as a direct result of
purchasing and using the product (Dholakia 2001). This type of risk is especially salient in
conspicuous consumption (Dholakia 2001), which entails purchasing products, such as
jewellery or other luxury goods, for the main purpose of displaying wealth or income in order
to maintain or attain social status. Because social risk can have a direct effect on one’s social
image or status, it can be a significant determinant of consumer behaviour (Ajzen and
Fishbein 1980; Bearden and Etzel 1982). Other types of risk that may be perceived are
functional in nature, and include financial risk, which is associated with cost; performance
risk; physical risk; and time risk, which is relates to an extensive investment of time
(Dholakia 2001). Both perceived risk and product involvement incorporate the idea of a
product’s importance to the consumer (Bloch and Richins 1983).This link has been noted by
several researchers (Dholakia 2001).
Involvement and perceived risk go hand-in-hand: the greater the risk associated with a
purchase, the greater importance it has, and the more involved the consumer tends to be
(Dholakia 2001). Additionally, Rothschild (1979) promotes the use of perceived risk, both
functional and psychological, as a measure of product involvement. In this study, perceived
risk will serve as both a dimension and a measure of product involvement.
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Perceived risk has also been found to influence the effect of product involvement on
information search (Chaudhuri 2000). For example, the more important a product is to an
individual, the more risk is involved in its purchase (Chaudhuri 2000). As a result of the
greater risk associated with the purchase decision, the individual devotes more time and
energy to the information search (Chaudhuri 2000). The information they attain helps reduce
the perceived risk involved with the purchase decision and imbues them with the knowledge
that allows them to confidently make a decision.
Repeatedly purchased products tend to be of low importance and low involvement
(Deshpande, Hoyer and Jeffries 1982). Because the goal in making the relatively unimportant
decision to purchase these products is not to make the “optimal” selection, but instead to
make a satisfactory selection, cognitive effort is minimised (Deshpande and Hoyer 1983;
Hoyer 1984). Thus, the more frequently purchased the product, the less time and effort it
takes for consumers to make their purchase decision, and the more reliant they are on
heuristic processing, which entails the use of extrinsic cues (Mitra 1995), to guide their
decision-making (Hoyer 1984). Therefore, in order to measure consumers’ involvement with
a product, it is important to determine if the consumer considers it to be one that is habitually
or frequently purchased. Measuring this dimension of product involvement will be
particularly useful in this study, as it may indicate if consumers used the pro-environment
TPO endorsement as a heuristic to process the product labelling that they viewed. Thus, it
will serve as an indication of the impact of the pro-environment a pro-environment TPO
endorsement on the consumer.
Similarly, information acquisition, which consists of the amount of time a consumer spends
searching for a product and the extensiveness of his/her search for information about it, has
been found to directly relate to the amount of importance they place on the product (Howard
and Sheth 1969). Usually, the higher the product’s importance, the more extensive the
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consumer’s search effort (Howard and Sheth 1969). In fact, studies indicate that the amount
consumers deliberate on which product to purchase differs with the level of the products’
involvement (Katona and Mueller 1954).

2.7.2.3.

Impacts of level of involvement

While some aspects of consumer behaviour are affected by particular antecedents of
involvement, other aspects rely on particular antecedents of involvement (Kapferer and
Laurent 1985). Thus, the better these antecedents and factors are understood, the more
accurately impacts of product involvement can be predicted (Kapferer and Laurent 1985).
The Elaboration Likelihood Model (ELM) (Petty and Cacioppo 1986) suggests that
information is processed along a continuum anchored by peripheral and central processing
routes (Andrews and Shimp 1990). According to the ELM, consumers’ level of involvement
determines which route they use to process the stimuli (Petty, Cacioppo and Schumann
1983). The central route is thought to be used when the receiver is motivated, and has the
ability, to process the message content (Andrews and Shimp 1990). Information processed
via the central route generates a high level of elaboration on the message content, activates
cognitive responses and can have a substantial influence on the “message processor’s attitude
toward the communicated topic” (Andrews and Shimp 1990, p. 196). On the other hand,
when the peripheral route is used, the message recipient is thought to concentrate on the
background and extrinsic cues, rather than focusing on the message arguments. Thus, the
consumers’ level of involvement ultimately determines how much they elaborate on the
message that they are presented, and the cues to which they attend.
Consumers who have high-product involvement are more likely to think critically about the
purchase decision and engage in central processing than those with low-product involvement
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(Te'eni-Harari et al. 2009). Because they utilise central processing, they are likely to
elaborate on the message they are presented. “Elaboration refers to the extent to which a
person thinks carefully about the content of messages” (Oh and Jasper 2006). Thus,
consumers who have high involvement are more inclined to spend a greater amount of time
making their decision, searching for information, comparing product attributes and
scrutinising product-relevant information than less-involved consumers (Howard and Sheth
1969; Clarke and Belk 1978; Oh and Jasper 2006). Elaborating on the message also allows
consumers to determine the strength and merit of product claims and consequently, could
affect their attitude toward the product (Petty et al. 1983; Petty and Cacioppo 1986;
MacKenzie and Spreng 1992).
Individuals that have high involvement place greater emphasis on intrinsic cues, which are
closely related to the actual product, than on extrinsic cues (Olson and Jacoby 1972).
Consumers with low-product involvement, on the other hand, are more inclined to be
influenced by and reliant on extrinsic cues than by the message argument or product
information.
They are also likely to devote little effort to processing information, and, consequently
(Clarke and Belk 1979), are more likely to rely on heuristics or cues to guide their decisionmaking. Thus, it is important to gauge consumers’ level of involvement as it may regulate
their cue utilisation (Greenwald and Leavitt, 1984), and could influence their perception of
attribute differences between products, perception of product importance and their
commitment to brand choice (Howard and Sheth 1969). Therefore, measuring consumers’
level of involvement with the product may explain how and why they were affected by the
presence of a pro-environment TPO endorsement within the product labelling.
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2.7.2.3.1.

Motivation

The greater a consumers’ involvement with the product, the more they have invested in the
decision to be purchased, and consequently, the more motivated they are to process the
information with which they are presented. Motivation refers to consumers’ readiness or
desire to process the brand information featured in an ad (MacInnis, Moorman and Jaworski
1991): high motivation denotes consumers’ willingness to devote effort to processing brand
information. Relying on cues can be especially useful when a consumer has low motivation
to process the message (Greenwald and Leavitt 1984). Using cues to gather and process
information helps compensate for individuals’ limited processing power and inability to
process the myriad of messages they are inundated with each day (Dean and Biswas 2001).
Thus, consumers with low processing motivation are more prone to be persuaded by a
message because they are more likely to quickly use the information presented in the ad (Jain
and Maheswaran 2000; Shiv, Britton and Payne 2004). The more motivated someone is to
process a message, the more likely they are to elaborate on its content. This occurrence
entails expanding on, making inferences about and contributing one’s own personal
experiences and knowledge to the message content (Petty and Wegener 1999). Although high
motivation may promote greater elaboration on the message content, it does not denote
correct or objective conclusions; rather it could lead to feelings of perceived correctness
(Petty and Wegener, 1999). Thus, consumers may draw conclusions from or infer
information about a pro-environment claim that was not explicitly stated (Bower and Grau
2009). These inferences in combination with the growing prominence of seals promoting
various claims increases the likelihood that consumers may assume the seal-of-approval to
mean something it does not (Bennett and McCrohan 1993). The Good Housekeeping seal-ofapproval is a prime example of this misunderstanding: although many consumers thought the
products’ use of the seal indicated Good Housekeeping magazine’s approval, it was actually
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only a limited warranty (Bennett and McCrohan 1993). To further complicate matters, most
consumers know relatively little about the technicalities of environmental matters, so they
may be more likely to misinterpret the endorsement’s message (Shrivastava, 1995, Stead and
Stead, 1992, Stern, 1992).

2.7.2.3.2.

Depth of processing

Because consumers’ level of motivation to process the message may determine their
elaboration on the message, it also affects how deeply they process the message. The amount
of effort consumers devote to processing is strongly linked to the outcomes usually associated
with successful advertising (MacInnis et al. 1991). The more deeply consumers process an
ad, the more they pay attention to, elaborate on and find connections between the brand name
and product claims (MacInnis et al. 1991). The greater the amount of attention and processing
consumers devote to an ad, the better their recall for brand information, such as product
claims and brand name, and the more stable their brand attitudes (Petty and Cacioppo 1986;
Alba and Hutchinson 1987; Berger and Mitchell 1989). Consumers’ enhanced memories may
lead to more enduring, accessible brand attitudes and to the development of a
counterargument to competitors’ claims. As a result, their purchase intentions may be
affected (Petty and Cacioppo 1986). Because consumers’ attitudes toward the brand may be
long-lasting, it is essential (to the firm) that they are favourable. The extent to which the
consumer considers the ad to be compelling determines whether greater levels of processing
generate favourable brand attitudes (Petty and Cacioppo 1986; Rossiter and Bellman 2005).
Yet, the consumer’s ability, opportunity and motivation to process brand information at the
moment of exposure, or directly thereafter, may also influence their level of processing.
Thus, level of processing will be an important variable to measure in this study.
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H2: It is anticipated that product involvement will affect the extent to which a proenvironment TPO endorsement influences participants’ product-labelling likeability, brand
likeability and purchase intention.

2.7.3.

Knowledge

Understanding audience knowledge is one of the most critical elements in developing
persuasive messages (Wang 2006). The better a company understands consumers’
knowledge, the better able it is to determine consumers’ attitudes toward a brand, product
preferences and purchase intentions (Friestad and Wright 1994). Alba and Hutchinson (1987)
define this knowledge as “information that is learned, organized, represented, and stored in
memory” (Wang 2006, p. 283). In this study, environmental knowledge, which has been
defined as “a general knowledge of facts, concepts and relationships concerning the natural
environment and its major ecosystems”, will be assessed (Mostafa 2009, pp 11031). In more
simple terms, environmental knowledge refers to what people know about the environment
and their beliefs about important environmental issues and impacts (Mostafa 2009). A lack
of knowledge or information to make an informed decision may prevent individuals from
acting in accordance with their environmental attitudes (Olney and Bryce 1991). In order to
communicate a products’ environmental qualities to consumers, some marketers display
environmental claims, such as “recyclable” and “environmentally friendly”, in the product
labelling. Because many of these environmental qualities lack a consistent definition,
consumers with low levels of knowledge may have difficulty interpreting their meaning and
making sound purchase decisions (Ellen 1994). Thus, consumers possessing little knowledge
are more susceptible to being misled by illegitimate claims, and according to Mohr et al.
(1998), those of low socio-economic status and education level even more so (Mohr et al.
1998). Therefore, consumers’ level of environmental knowledge is an important variable to
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measure in this study and may provide insight as to how individuals are affected by the
presence of a pro-environment TPO endorsement.
Audience knowledge consists of two parts: subjective and objective knowledge (Friestad and
Wright 1994). Because the type of knowledge consumers have will determine the way in
which they process messages (Alba and Hutchinson 2000), each will be measured in this
study. Subjective knowledge is regarded as one’s belief about a particular state of
knowledge, objective knowledge is referred to as accurate stored information (Bettman and
Park 1980; Park and Lessig 1981; Brucks 1985; Sujan 1985; Alba and Hutchinson 1987).
These two types of knowledge affect consumers’ purchase intentions and information search
in different ways (Friestad and Wright 1995; Radecki and Jaccard 1995; Raju, Lonial and
Mangold 1995; Campbell and Kirmani 2000).

2.7.3.1.

Objective Knowledge

The amount of knowledge consumers possess may determine how capable they are
interpreting and processing messages (Wang 2006). Consumers with high levels of
knowledge structure their cognitive representations differently to consumers with low levels.
The more knowledge a consumer has, the more likely they are to use category-based
processing, which increases the ease of processing (Alba and Hutchinson 1987; Campbell
and Kirmani 2000). Additionally, the more knowledge the consumer has, the more complex
and better developed their representations and the less effort it takes to retrieve the
information to make a product evaluation (Alba and Hutchinson 1987; Campbell and Kirmani
2000). Because it takes less effort for consumers with objective knowledge to use quality
information about products, they are less likely to engage in superficial processing and more
likely to elaborate on the message (Wang 2006). In other words, highly knowledgeable
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consumers have less need to rely on particular product attributes, elementary meaning
analysis and categorisation to process a message because they already possess adequate
product knowledge (Alba and Hutchinson 1987). Thus, consumers with high-knowledge may
be less inclined to rely on extrinsic cues and more likely to use intrinsic product cues when
making a purchase decision than consumers with low objective knowledge (Rao and Monroe
1988).
Conversely, consumers with no or low levels of objective knowledge process product
information attribute by attribute. They then add up each attribute to make an overall
evaluation of the product (Fiske 1982; Sujan 1985). Because consumers with low objective
knowledge may be more reliant on heuristics to make decisions, they are more likely to rely
on extrinsic cues, such as labelling and price, to guide their decision-making. As a result,
consumers with low objective knowledge may be more easily persuaded by a message than
consumers with high objective knowledge (Park and Lessig 1981).
Thus, consumers with high objective knowledge have greater expertise and are better able to
elaborate on and process messages than consumers who solely have subjective knowledge
(Alba and Hutchinson 2000). Their greater ability to process messages may be attributed to
the fact they process it analytically, using decision criteria that are readily accessible from
memory (Bettman and Sujan 1987).

2.7.3.2.

Subjective knowledge

Consumers’ self-confidence in processing messages is known as subjective knowledge
(Friestad and Wright 1994; Campbell and Kirmani 2000). Consumers with subjective
knowledge may draw from what they think they know to process and search for messages
(Alba and Hutchinson 2000). The more confident consumers are in this self-assessed
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knowledge, the more easily he/she can process messages. However, ease of processing does
not denote accuracy of processing (Wang 2006). The difference between subjective
knowledge and objective knowledge is referred to as calibration; this difference may provide
an understanding of consumers’ decision-making processes and attitude formation (Alba and
Hutchinson 2000). Calibration literature suggests that audiences tend to be overconfident in
their level of knowledge and ability to make decisions (Alba and Hutchinson 2000; Wang
2006)). Thus, objective knowledge is a better indicator of consumers’ actual ability to make a
knowledgeable purchase decision. Both subjective and objective knowledge will be assessed
in this study to determine if it has a moderating influence on the effect of the independent
variables. The amount of knowledge participants have may regulate whether and to what
extent they rely on cues, specifically the seal-of-approval endorsement, to guide their
decision-making.
H3: Thus, it is anticipated that individuals’ amount of knowledge, both subjective and
objective, will have a direct impact on the influence of TPO endorsements on participants’
product-labelling likeability, brand likeability and purchase intention.

2.8.

Scepticism

Scepticism and cynicism are two closely related but conceptually different constructs that
“help explain individuals’ reactions to others’ communication” (Mohr et al. 1998, pp 32).
Whereas cynicism is typically viewed as an enduring disbelief that is generated by the
thought that individuals are acting in accordance with their own selfish motives, scepticism
entails merely doubting what others say (Mohr et al. 1998). In other words, “sceptics doubt
the substance of communication; cynics not only doubt what is said but the motives for
saying it” (Kanter and Mirvis 1989, p. 301).
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While cynicism has been found to be a personality trait that remains consistent over time and
across contexts, scepticism is more variable and dependent on the context. Because cynicism
is a relatively stable personality trait, it would be relatively more difficult to influence than
would scepticism (Mohr et al. 1998). Thus, this study will measure this scepticism of general
pro-environment claims and investigate if consumers’ scepticism reduces the effectiveness of
pro-environment TPO endorsements in product labelling. Finding that consumers are
sceptical of environmental claims, and that this scepticism then limits the influence of the
endorsement, will highlight the need for companies to address and reduce scepticism to better
communicate with consumers (Mohr et al. 1998).
As a consequence of many environmental companies getting caught making false, misleading
or vague environmental claims, many consumers have become sceptical of environmental
claims in general (Carlson et al. 1993). Because they cannot distinguish between the true and
false claims, they may decide not to believe any. Consequently, companies making a
conscious effort to be environmentally friendly, and to use their social responsibility as a way
of differentiating their products, suffer.
Many consumers are already wary of marketing claims in general for various reasons. But the
nature of environmental claims makes consumers even more sceptical (Gray-Lee, Scammon
and Mayer 1994). For example, many consumers lack extensive knowledge of environmental
issues and terminology (Synodinos 1990; Ellen 1994). This lack restricts their ability to
evaluate legitimacy of environmental claims, and, thus contributes to their scepticism about
the claims. Consumers may unintentionally forgo the opportunity to help the environment by
purchasing a product that may genuinely have a less harmful impact on the environment as a
result of their scepticism of environmental claims (Mohr et al. 1998). Thus, the combination
of poor past environmental practices consumers’ lack of environmental knowledge is a
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breeding ground for scepticism and a worry for businesses trying to use environmental claims
as a marketing tool.
Conversely, many public policy groups, such as the U.S. Federal Trade Commission, claim
that scepticism is beneficial for the marketplace as it enables consumers to effectively
evaluate product claims, which reduces their vulnerability to being misled (Mohr et al. 1998).
In fact, according to Calfee and Ringold (1988), consumers who are sceptical of
environmental claims can be persuaded by the claim if they are presented evidence that
contradicts their beliefs.
Thus, because consumers’ scepticism about the validity of environmental claims could have a
substantial effect on their product evaluations, which could subsequently affect the
effectiveness of the pro-environment TPO endorsement displayed in the product labelling, it
is an essential variable to measure in this study.
H4: It is anticipated that the greater the individual’s scepticism of environmental product
claims, the less likely the presence of an environmental claim in product labelling will have
a favourable impact on their purchase intention.

2.9.

Source credibility

The use of an endorser to promote a product or service is a commonly used technique in
advertising (Kertz and Ohanian 1992). To ensure that the campaign is successful, it is
important that the advertiser understand what constitutes an effective endorser (Till and
Busler 1998). Various studies have been conducted to help identify the characteristics that an
effective endorser embodies (Till and Busler 1998). According to Rossiter and Bellman’s
CESLIP Presenter Model, a successful endorser should be if not all, at least many of the
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following characteristics: celebrity, expert, sincere, likeable, ideal-similarity and powerful
(Rossiter and Bellman 2005). The likelihood that an endorser possessing these qualities can
compel the consumer to adopt a favourable brand attitude and purchase intention is higher
than if the endorser does not possess them (Kamins 1990; Rossiter and Bellman 2005). The
literature on attitude change and persuasion has identified not only perceived expertise, but
also trustworthiness, as important factors that determine a source’s credibility. Source
credibility is believed to play a pivotal role in determining an endorser’s effectiveness
(Hovland, Janis and Kelley 1953; Ohanian 1991).
According to Dholakia and Sternthal (1977), the way consumers are affected by a high- or
low-credibility source depends on the amount of knowledge that they posses, the amount of
involvement that they have with the issue and their predisposition toward the advocacy
(Sternthal, Dholakia and Leavitt 1978). So, contrary to what one may think, when individuals
have low involvement with an issue, they are likely to be more sensitive to the cues that
indicate the source’s level of credibility than if they were more highly involved (Dholakia
and Sternthal 1977). Thus, a source-credibility (TPO credibility) effect is anticipated. Rather
than processing the message systematically and with great effort, as do individuals who are
highly involved, individuals with low involvement align their attitudes with heuristics. For
example, because the source making the claim is an expert, then the source can be trusted.
Thus, low-involvement individuals may be affected very little by the calibre of the message
or argument, but quite significantly by heuristic cues, such as source credibility (Chaiken and
Maheswaran 1994). However, despite the fact that source credibility has been extensively
studied over the years, because it has generally been examined in regards to human sources, it
is not known whether or not the credibility of pro-environment TPO endorsements affects
consumers in a similar manner.
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H5: It is anticipated that the credibility of the TPO displayed in the product labelling will
influence its effect on the participants’ product-labelling likeability, brand likeability and
purchase intention.

2.10. Product packaging and product labelling
2.10.1.

Limitations of ads

Although advertising can be an extremely effective way of gaining consumers’ attention and
communicating product benefits to them, the ad must first reach them to even have a chance
of being effective. Each day, consumers are bombarded with to up to 5000 advertisements
(Johnson 2009). This incessant exposure to advertising decreases consumers’ receptiveness to
ads and increases the difficulty and cost for one brand’s ad to stand out and gain consumers’
attention. Additionally, selecting one media vehicle to reach the entire target audience is
nearly impossible, yet using a secondary media vehicle to ensure reach is attained is quite
expensive (Rossiter and Bellman 2005). Thus, marketers are forced to choose between
extensive reach and affordability. Even if the advertisement does reach its intended audience,
it is not guaranteed that consumers will process the ad and that the ad will have its desired
influence. Furthermore, the time gap between when consumers view the ad and the point of
sale may prohibit them from effectively recognising the featured product.
Consequently, reach may not translate into product purchase. These barriers, among others,
have forced marketers to find cost-effective alternatives to reach their target audience and
communicate their products’ benefits. One increasingly popular promotional tool used to
attract consumers is product packaging. The specifics of the term “packaging” vary across
researchers defining it, but in general terms, it refers to the container that directly touches the
product itself, which preserves, protects, identifies and holds the product (Vidales
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Giovannetti 1995). In the marketing context, product packaging is thought to be an extrinsic
component of the product, which means that it is an attribute that is related to the product but
it is not part of the physical product itself (Olson and Jacoby 1972). Thus, according to this
definition, product labelling, which will be used as the stimuli for this study, is considered to
be part of the product packaging.

2.10.2.

Benefits of product packaging and product labelling

2.10.2.1. Differentiation
Not only does product packaging provide physical protection to the product and convenience
in handling and display, it also serves as a means to present the brand name, logo, product
information and claims to consumers via its labelling (Underwood 2003). Thus, the product
labelling can help a brand convey its personality through various visual and structural
elements, such as colours, pictures, fonts and shapes and generates symbolism, such as
environmental consciousness, value and convenience (Underwood 2003). This opportunity to
develop unique product packaging and product labelling allows brands to differentiate
themselves from other products that are nearly identical in terms of functionality and price
(Spethmann 1994; Association 1998; Swientek 2001; Bertrand 2002; Doyle 2002; Ampuero
and Vila 2006).

2.10.2.2.

Point-of-purchase and cost

Unlike advertisements, to which consumers are generally exposed prior to going to the store,
product labelling functions at point of sale. In fact, “product packaging is the single most
important factor in purchasing decisions made at point of sale” (Prendergast and Pitt 1996, p.
61).This direct exposure to the product labelling at point of sale creates a unique opportunity
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for the brand to engage with its target audience. In fact, over 73% of all purchase decisions
are made in-store at point of purchase (Ampuero and Vila 2006). Additionally, product
labelling is the last thing consumers see before making the final decision to buy (Vidales
Giovannetti 1995), and thus has a greater chance of influencing consumers’ purchase
behaviour. Moreover, using product labelling and product packaging as a form of advertising
reduces the need for mass-media advertisements to gain the desired level of reach, which
substantially reduces costs and furthers advertising budgets (Seminik 2002).

2.10.2.3. Powerful influence in influencing consumers
Aside from its benefits in terms of reach and cost, product labelling is thought to be more
powerful than advertising in influencing consumers (Hofmeyr and Rice 2000). In fact,
product labelling plays a particularly valuable role in influencing consumers’ decision to
purchase low-involvement products. Because most low-involvement products are purchased
frequently and on impulse, extrinsic cues, the internal retail atmosphere of the retail outlet
(such as colour, music and olfactory cues) and types of sales promotions (such as bonus pack
offers, samples, direct price-offs and coupons) are the substantial drivers behind consumers’
purchase selections (Lee and Brown 1995; Rossiter and Bellman 2005).
Because product labelling is becoming an increasingly popular marketing tool and is one of
the main means for companies to communicate information about the product to consumers,
it will be used to display a pro-environment TPO endorsement and will serve as the stimulus
in this study.

2.11. Conclusion
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This chapter discussed relevant literature to provide a better understanding of the study’s
context. This background information helps establish a more thorough understanding of proenvironment TPO endorsements and their effects on consumers. The chapter identified gaps
in the literature, and explained how the results from this study contribute to existing
knowledge. Discussing the previous findings from related studies helped to justify the
development of the hypotheses that guide the study:


H1: It is predicted that the presence of a pro-environment TPO endorsement in
product labelling will favourably influence participants’ product-labelling likeability,
brand likeability and purchase intention.



H2: It is anticipated that product involvement will affect the extent to which a proenvironment TPO endorsement influences participants’ product-labelling likeability,
brand likeability and purchase intention.



H3: It is anticipated that individuals’ amount of knowledge, both subjective and
objective, will have a direct impact on the influence of TPO endorsements on
participants’ product-labelling likeability, brand likeability and purchase intention.



H4: It is anticipated that the greater the individual’s scepticism of environmental
product claims, the less likely the presence of an environmental claim in product
labelling will have a favourable impact on their purchase intention.



H5: It is anticipated that the credibility of the TPO displayed in the product labelling
will influence its effect on the participants’ product-labelling likeability, brand
likeability and purchase intention.

The following chapter describes in detail the methodology used in this study to test these
hypotheses. (See Appendix C for a concept map)
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3.

METHODOLOGY

3.1.

Introduction

The previous chapter provided an overview of the literature relating to this study and
identified the gaps in current research that the study will fill. Based on the literature,
hypotheses were developed and stated. This chapter provides the methodology used to test
the hypotheses and will begin by providing the justification for the study’s experimental
design. It will then describe the stimuli, conditions and variables that were tested. Next, it
will describe the pre-tests’ execution, present the results from these and discuss their impact
on the development of the final questionnaire. Then, the chapter will describe in detail how
the study was conducted and provide its overall layout. It will list the various constructs that
were used and provide their origins and scales. The chapter concludes with a description of
the analyses that were applied to the data.

3.2.

Overview

This study was designed to investigate whether the presence of a pro-environment TPO
endorsement in product labelling affects product-labelling likeability, brand likeability and/or
purchase intention. As in all experimental studies, this study aimed to determine how the
manipulated independent variables affected the dependent variables. A nested, betweensubjects experimental design was used to test the study’s five hypotheses. Data was collected
using a questionnaire consisting of a 2 x 2 (plus four additional conditions) factorial design.
TPO credibility was manipulated at two levels (high credibility vs. low credibility); product
involvement also varied at two levels (high vs. low). This design resulted in 4 conditions.
Four additional conditions, which served as controls, were also used. These conditions were
presence of TPO (present vs. not present) and presence of environmental claim (present vs.
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not present). Six conditions displayed a TPO endorsement, and two did not. Because two
conditions did not have a TPO, they could not and did not have credibility. Similarly, six
conditions displayed an environmental claim while two did not. Overall, there were eight
conditions of product labelling which were randomly assigned to participants.
Pre-tests were run prior to conducting the main questionnaire to ensure that the independent
variables were manipulated as intended. Results indicated that the scales needed to be
adapted and highlighted the need for the variable “fit” to be excluded from the main
questionnaire. The questionnaire was distributed using an online panel in which participants
viewed one of the eight product-labelling conditions. Directly after viewing the product
labelling, participants were asked to complete a brief thought-listing activity about their
feelings and attitudes toward the product labelling. Next, participants were asked to indicate
their level of agreement with statements relating to their product-labelling likeability, brand
likeability, purchase intention and level of involvement with the product and the credibility of
the pro-environment TPO (if one was present). In order to prevent participants’ responses
from biasing subsequent responses (Kidd 1976), potential moderating or confounding
variables, including environmental consciousness, pro-environment behaviour, environmental
knowledge and scepticism were assessed after questions relating to the independent variables
and product labelling. Basic demographic questions were asked at the end of the study. The
data was analysed using SPSS.

3.3.

Stimulus material: Product labelling

In this study, participants were randomly assigned to view one of eight different conditions of
product labelling, which varied by presence of TPO endorsement, level of TPO credibility,
level of product involvement and presence of environmental claim (see Table 1).
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The product labelling used in the study was designed by the researcher using the computer
program Photoshop. For the low-involvement condition, paper towel product labelling was
used; a laptop was featured in the high-involvement condition. To create the low-involvement
product-labelling conditions, a picture of the existing paper towel brand “Bounty” was
obtained from the internet and altered to create a label featuring the fictional brand “Bounce”.
Altering a real label, rather than creating a label from scratch, resulted in a more realistic
image. For the product labelling in the high-involvement condition, an Apple laptop
computer was featured. All of the Apple logos were removed from the computer so that it
would not be recognised as an Apple product. Because many people have existing
preferences for and perceptions of laptop brands, using one that was known could have
affected the perceived quality of the product and subsequently jeopardised the strength of the
results. Due to the fact that many high-involvement products do not have labels, participants
were informed that the image they viewed of the laptop computer, was actually the front of a
box that contained the computer. This box was also shown.
Table 1: Product-labelling conditions
Condition Involvement
number

Source

Presence

Presence of

credibility

of TPO

environmental claim

1

High

High

Yes

Yes

2

High

Low

Yes

Yes

3

Low

High

Yes

Yes

4

Low

Low

Yes

Yes

5

Low

N/A*

No

Yes

6

High

N/A*

No

Yes

7

High

High

Yes

No
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Low

8

Low

Yes

No

* In these conditions, TPO credibility could not be measured because no TPO was present.

3.4.

Independent variables

3.4.1. Presence of a TPO
The researcher created fictitious TPOs for the conditions that displayed a TPO in the product
labelling. The TPOs’ logos were also designed by the researcher using the computer program
Photoshop. For the low-involvement conditions (paper towels), the TPO displayed on the
product labelling was that of the “Australian Wilderness Conservation Alliance” (Appendix
A), while the “Australian Environmental Sustainability Alliance” (Appendix A) was used in
the high-involvement conditions (laptop computer). Real TPOs were not used in order to
ensure that existing attitudes toward the real TPO did not confound the study. Six of the
eight product-labelling conditions featured a TPO endorsement (Appendix B).

3.4.2.

Environmental claim

Six of eight product-labelling conditions featured an environmental claim. These claims
differed by the product on which they were displayed. The paper towel labelling displayed an
environmental claim that it was “100% recycled”. The product labelling of the laptop
displayed the environmental claims that it was “75% recycled plastic” and “improved energy
efficiency”.
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3.4.3.

Pre-test

Three of the independent variables in this study—source credibility, perceived fit1 and
product involvement are not concrete nor are they directly observable (e.g. price, colour, etc.)
(Perdue and Summers 1986). Because these variables are higher-order and could not be
changed directly, they had to be manipulated indirectly by altering various aspects of the
subject’s environment (Perdue and Summers 1986), which in this study was done by altering
the product labelling. “Manipulation and confounding checks appear to have their greatest
value during the pre-test and/or pilot-testing phases of an experiment when an inadequately
designed manipulation can still be modified and the main experiment saved” (Perdue and
Summers 1986, pp 301). Thus, a pre-test was conducted to determine if the independent
variables were manipulated as intended.
In running the pre-tests, it was essential to use the same procedures, subject types and
experimental instruments that would be used in the main experiment (Perdue and Summers
1986). Thus, individuals in the City of Wollongong were approached at convenience and
asked to complete a brief questionnaire. The participants were then presented with one of 12
conditions of product labelling, which differed by presence of TPO (present vs. not present),
perceived fit (high vs. low), presence of environmental claim (present vs. not present), and
perceived TPO credibility (high vs. low). Twenty-five pre-tests were completed.

3.4.3.1.

Pre-test: Product involvement

Numerous studies have found the variable “involvement” to mediate the effect of stimuli on
participants (Dholakia 2001; Te'eni-Harari et al. 2009). Despite the extensive literature
noting this influence, relatively little, if any, has been conducted in the context of TPO
1

It is noted that perceived fit was assessed in the pre-test but does not appear in the main
questionnaire. The justification for its exclusion will be discussed.
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endorsements. Although involvement can be associated with numerous things, such as with
the purchase decision or product, for this study investigated involvement with the product.
Due to the fact that product involvement has been found to affect consumers’ purchase
decisions (Petty and Cacioppo 1986) and influence the effectiveness of product labelling
(Te'eni-Harari et al. 2009), information search and depth of processing (Chaudhuri 2000), it
is an essential variable to measure. Because involvement is a theoretical construct, it cannot
be directly measured. Thus, it has to be inferred by the presence and intensity of its
antecedents and determinants (Kapferer and Laurent 1985). Additionally, involvement is a
multi-dimensional construct (Kapferer and Laurent 1985). Previous studies have identified
the dimensions/factors that either have an effect on product involvement or reflect the amount
of involvement an individual has with a product (Petty and Cacioppo 1980; Kapferer and
Laurent 1985; Zaichkowsky 1987; Dholakia 2001; Te'eni-Harari et al. 2009). These factors
include information acquisition, personal relevance, frequency and habitualness of purchase,
perceived risk and importance. Therefore, these factors were evaluated in order to attain an
accurate assessment of product involvement.
The products chosen to represent the low- and high-involvement conditions were paper towel
and a laptop, respectively. The selection of products for each condition was based on a study
conducted by Zaichkowsky (1987) in which paper towels and personal computers were
proven to effectively represent low- and high-involvement products.
Participants were presented with a series of statements relating to product involvement and
were asked to indicate their level of agreement with each statement using an eight-item,
seven-point Likert scale anchored by 1= strongly disagree and 7= strongly agree. Each
statement was designed to investigate the various dimensions and antecedents of product
involvement.
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A reliability analysis was conducted on the scale assessing the product involvement
construct, this yielded a Cronbach’s alpha of 0.805. Results indicated that if two items (“I did
not look at the product labelling closely” and “My brand selection is based on what I or
someone in my household has purchased in the past”) were removed, reliability would
increase to 0.895 (Altermatt 2012). After running the reliability again and removing the item
“The brand I select would significantly influence the way people view me”, reliability
increased to .917 (Altermatt 2012). After removing another item “It is really important to me
that I chose the right brand”, reliability increased to .930. Thus, the remaining four items
“How much time do you spend comparing the qualities of brands”, “How much time would
you spend looking for information before purchasing” and “How much loss is at stake should
you make a poor choice in what brand you choose” were combined to establish an overall
product-involvement mean score and measure the product-involvement construct.
A one-way ANOVA was run to measure participants’ product involvement in the high and
low-product involvement conditions. Participants’ level of product-involvement differed
significantly across the high and low conditions, with F(1,24)= 250.286, p=.000. Participants
who viewed the low-involvement conditions had a mean involvement score of 2.23, whereas
participants who viewed the high-involvement conditions had a mean involvement score of
5.04. These results indicate that the involvement construct was manipulated as intended in
that the laptop computer and the paper towels effectively serve as high-involvement and lowinvolvement products, respectively.

3.4.3.2.

Pre-test: Fit

To assess perceived fit between the TPO and the product claim, a three-item, seven-point
semantic differential scale developed by Till and Busler (2001) (1=Does not belong with each
other and 7= Belongs with each other”, 1= Does not go together and 7= Goes together; and
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1= Fits together and 7= Does not fit together) was used. These questions asked participants to
indicate how they felt about the combination of the brand and the non-profit organisation
featured on the product labelling.
These TPOs were fictional and were created by the researcher. The TPO was deemed to have
high fit if it was in some way related to the environmental claim displayed in the product
labelling. If it was in no way linked to the environment or environmental claim, the TPO was
deemed to have low fit. In the low-involvement conditions, the TPO used to establish high fit
was the “Australian Wilderness Conservation Alliance”, and the TPO used to establish low fit
was the “Australian Literacy Fund”. In the high-involvement conditions, the TPO used to
establish high fit was the “Australian Environmental Sustainability Alliance”, and the TPO
used to establish low fit was the “Sun Protection Foundation Australia”.
A reliability analysis was run on the three items to measure perceived fit; this yielded a
Cronbach’s alpha of 0.19, which is quite low. Yet, after removing one of the items, reliability
increased to 0.77 (Altermatt 2012). Thus, these two items were used to measure level of
perceived fit. This scale is slightly less reliable than that of Till and Busler (2001)
(coefficient alpha=.99).
A one-way ANOVA was run to determine level of fit participants’ perceived the TPO and
environmental claim to have. Participants’ level of perceived fit did not differ significantly
across the two conditions, with F(1,24)= -.001, p=.970. Therefore, fit was not manipulated as
intended. This result highlights the importance of determining what went wrong in the pretest so that it can be changed or avoided in the main test. One possibility relates to the
wording of the question. Numerous participants had to ask what the question meant and
between which two things they were to determine fit. If this explanation is correct, altering
the question so that it has better clarity would be ideal. However, in order to narrow the scope
of this project, this variable was excluded from the main questionnaire. In future studies, it
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may be a good idea to assess the moderating effect of perceived fit of the brand and TPO on
the influence of TPO endorsement on the consumer.

3.3.4.3. Pre-test: Source credibility
In endorsement literature, the credibility of the endorser, or source, has been found to play a
significant role in effectiveness in influencing consumers (Guido, Peluso and Moffa 2011).
Because most of these studies have focused on humans as endorsers, it is not known if TPO
endorsements function in the same way and if their credibility has an impact on their ability
to influence consumers. Thus, it was assessed in this study.
In the pre-test, the variable “credibility of the TPO” differed across two levels—low and
high, and the TPO endorsement in each product labelling condition was intended to have one
of the two. Because the TPOs were fictional, they had no actual credibility. In order to create
a condition in which the TPO had high credibility, copy was provided in conjunction with the
TPO logo. This copy gave a brief explanation of the organisation and what it does (Appendix
A). Conversely, in the low-credibility conditions, the TPO logo was displayed without
accompanying copy.
The source-credibility scale used in this study was based on the scale developed by Hovland,
Janis, and Kelly (1953), which assessed source credibility along three determinates—trust,
expertise and liking for the source. Because this scale is based on human characteristics,
rather than organisational characteristics, like most source credibility scales, it was slightly
adapted to suit the purposes of this study.
Perceived credibility of the TPO was measured using a nine-item, five-point Likert scale
anchored by 1= strongly disagree and 5= strongly agree. A reliability analysis yielded a
Cronbach’s alpha of 0.81, yet after removing one item, “this organisation seems like it has
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very positive qualities”, reliability increased to 0.82. Thus, the remaining eight items were
used to create the scale that assesses TPO credibility.
A one-way ANOVA was run to investigate if individuals who viewed the high TPO
credibility conditions of product labelling rated the TPO’s credibility significantly higher
than individuals who viewed the low TPO credibility conditions. The analysis indicated that
source credibility across the high and low conditions did not differ significantly, with
F(1,24)= 0.058, p=.81. The lack of significant difference between the conditions means that
source credibility was not manipulated as intended: the individuals did not find the intended
high source-credibility conditions to have high credibility, nor did they find the intended low
source-credibility conditions to have low credibility. This failure of intended source
credibility to translate into actual perceived source credibility could have been attributed to a
lack of clarity in the instructions. Clarifying that the participants were to assess the credibility
of the organisation endorsing the product could help ensure that the source credibility is
manipulated as intended. Although a significant difference in perceived credibility was not
found between the high and low conditions of source credibility, a significant difference in
perceived credibility was found between the high and low conditions of product involvement,
with F(1,24)= 7.452, p=.012. The mean source-credibility score for participants who viewed
the high-involvement conditions was 3.72, whereas the mean for those who viewed the lowinvolvement condition was 3.06. This result could indicate that product involvement is a
bigger determinant of perceived TPO credibility than the actual credibility of the TPO itself.
Thus, in the main study, source credibility would be assessed again, and instructions would
be explicit that the participants are evaluating the TPO’s credibility.

3.5.

Data Collection
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3.5.1.

Participants

Using the online survey software tool Zoomerang, the researcher created an online survey,
which was then distributed to members of Zoomerang’s online panel. Zoomerang was created
by MarketTools, an American-based firm that is regarded by the American Marketing
Association as one of the most reliable online marketing-research panels available. Although
it is an American company, it has an Australia panel, which was used in this study. The
demographics of the individuals in the sample were representative of the Australian
population. In order to ensure that the sample size was large enough to achieve significance
in each of the 8 conditions (30 participants per condition), the researcher aimed to get about
250 participants. Two hundred sixty-eight participants (135 male and 133 female) actually
completed questionnaire.

3.5.2.

Taking the survey/random assignment

In order to ensure that each participant was randomly assigned to view one of the eight
product-labelling conditions, a skip function was embedded in the survey. After viewing the
welcome screen at the beginning of the survey, participants were asked to select a number
from 1 to 8. Each number corresponded to one of the eight different conditions of productlabelling. If, for example, participants who selected the number “3” would view condition 3:
the low-involvement product, low source credibility and an environmental claim. Regardless
of which condition participants viewed, the subsequent questions were the same for all
participants. Although the researcher hoped to attain a roughly equally numbers of
participants for each condition, the distribution was quite uneven: 66 of the 268, or 25%, of
respondents selected the number “7”, whereas only 14, or 5%, of respondents selected the
number “2”.
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3.6.
3.6.1.

Survey structure
Elaboration

Because it is essential to measure the major dependent variables first, especially when they
involve self-reports (Perdue and Summers 1986), participants were asked to complete a brief
thought-listing directly after viewing the product labelling. Completing this section at the
beginning of the survey helped reduce the risk subjects’ responses to dependent measures
skewing their own reactions to later manipulation checks (Kidd 1976). Although this thoughtlisting activity was intended to measure elaboration, thoughts did not end up being coded or
analysed. Rather, elaboration was also evaluated using two statements (see Table 2) with
which participants were asked to rate their agreement on a seven-point scale (where 1=
strongly disagree and 7= strongly agree). These were general statements developed by the
researcher that asked participants to indicate how much they concentrated on and how much
effort they put into reading the product labelling. This scale was reliable, with a Cronbach’s
alpha of 0.582. Determining the amount participants elaborated on the product labelling can
help indicate which route of processing the participant used. The greater the participant
elaborates on the product labelling, the more likely they are to utilise central processing and
the less likely they are to use the pro-environment TPO seal-of-approval endorsement to
guide their decision-making.
Table 2: Elaboration items and scale
Response scale
Item

1

7
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I really concentrated on analysing the product

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

labelling and reading the information it presented to
me.

I did not look at the product labelling very closely. ®

® indicates scores were reversed for analyses

3.6.2.

Product involvement

The product-involvement scale used in the pre-test was adapted for the main questionnaire to
better encompass the various dimensions of product involvement. Some items initially used
in the pre-test were excluded and other items were added to establish a 12-item, seven-point
scale (where 1= strongly disagree and 7=“strongly agree). Participants were asked to indicate
their level of agreement with each of the 12 items, such as “this product would affect the way
people view me” and “there is a lot at stake if I purchase the wrong brand” (see Table 3).
Each statement was designed to investigate the various dimensions and antecedents of
product involvement, which include perceived personal relevance and importance (Petty and
Cacioppo 1980; Zaichkowsky 1985; Richins and Bloch 1986; Celsi and Olson 1988);
anticipated pleasure; frequency of purchase (Lastovicka 1979); habitualness of purchase
(Deshpande et al. 1982; Deshpande and Hoyer 1983; Hoyer 1984); perceived risk, including
risk importance and perceived social risk (social) (Bauer 1960; Rothschild 1979; Chaudhuri
2000; Dholakia 2001); and information acquisition (Howard and Sheth 1969). A reliability
analysis indicated that after removing the two specific items, the scale’s alpha increased from
0.736 to 0.754. Thus, only 10 of the 12 items were used in the final scale. All remaining
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items were then computed to form a combined variable for product involvement, which was
used to run all further analyses.
Table 3: Product involvement items and scales
Response scale
Item

1

7

I would purchase this type of product.

Strongly disagree

Strongly agree

I am very interested in this type of product.

Strongly disagree

Strongly agree

This type of product has no personal relevance to me.

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

®

If I bought this product, which brand I choose is not
important to me. ®

I would be really excited if someone bought me this
type of product as a gift.

It is very important to me that I make the right choice
between different brands in purchasing this type of
product.

There is a lot at stake if I purchase the wrong brand of
this type of product.
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If I were to purchase this product, the brand that I

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

select would significantly influence the way people
view me.

If I had to purchase this type of product, I would be at
a loss as to which kind to choose.*

I would not take a lot of time comparing the attributes
of different brands before selecting one. ®

If I purchased this type of product, my brand selection
would be based on what I or someone from my
household has purchased in the past. ®*

If you regularly used this type of product, how
frequently would you, or the buyer in your household,
purchase a new one?

1= Never
2= Once a week
3= Twice a month
4=Every couple of months
5= A couple times a year
6= Once every 1-3 years
7= Once every 4 years or more

® indicates scores were reversed for analyses
* indicates that item was removed from final scale to increase reliability

3.6.2.1.

Manipulation check

A one-way ANOVA was run to confirm that the product-involvement condition was
manipulated as intended. The analysis indicated that participants who viewed the lowinvolvement condition of the product labelling (the paper towels) reported significantly less
involvement with the product (M=3.80) than participants who viewed the high-involvement
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condition of the product labelling (the laptop computer; M=4.80), with F(1,266)=99.415,
p=.000. These results confirm that the product-involvement construct was manipulated as
intended, in that the participants were significantly more involved with the laptop computer
than the paper towels.

3.6.3. Product-labelling likeability
Participants were asked to indicate their level of agreement with a series of four items that
directly related to the product labelling using a seven-point Likert (where 1= strongly
disagree and 7=strongly agree). These items consisted of statements like “I really like this
product labelling” (see Table 4). This scale was based on product-labelling scales used by De
Pelsmacker, Decock and Geuens (1998) that assessed ad likeability (Cronbach’s alpha=0.91),
which is a similar construct. A reliability analysis confirmed the scale’s reliability yielding a
high level of internal consistency (Cronbach’s alpha=0.87).
Table 4: Product labelling likeability items and scale
Response scale
Item

1

7

I find this product labelling very unpleasant. ®

Strongly disagree

Strongly agree

I really like this product labelling.

Strongly disagree

Strongly agree

I found the product labelling irritating. ®

Strongly disagree

Strongly agree
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The product labelling was interesting.

Strongly disagree

Strongly agree

® indicates scores were reversed for analyses

3.6.4.

Brand likeability

Brand likeability was measured using a three-item, seven-point scale anchored (where 1=
strongly disagree and 7= strongly agree). Participants were asked to indicate their level of
agreement with the three statements. These statements were rather general and direct, such as
“I don’t like the brand featured in the product labelling” (see Table 5). These statements were
based on the Till and Busler (2001) three-item, nine-point semantic differential scale
(Cronbach’s alpha=0.92) but adapted to form a Likert scale. After eliminating one of the
items in the scale, the Cronbach’s alpha increased from 0.73 to 0.81, which is high enough to
ensure reliability. These two items were then combined into a brand-likeability variable that
was used for further analyses.
Table 5: Brand likeability items and scale
Response scale
Item

1

7

I don’t like the brand featured in the product labelling.

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

®

I hold a positive view of the brand featured in the
product labelling.*
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I don’t like this brand. ®

Strongly disagree

Strongly agree

® indicates scores were reversed for analyses
* indicates that item was removed from final scale to increase reliability

3.6.5.

Purchase intention

Purchase intention was investigated using a three-item, seven-point scale (where 1= strongly
disagree and 7=strongly agree). Items in this scale, such as “If I bought this product, I would
select this brand”, were designed by the researcher to determine whether or not the
participants would purchase the brand featured in the product labelling (see Table 6). The
items in this scale were based on purchase-intention scales used in previous studies (Till and
Busler, 1998). A reliability analysis yielded a Cronbach’s Alpha of 0.86, which indicates
reliability. Thus, these three items were then combined into a purchase-intention variable that
was used for subsequent analyses.
Table 6: Purchase intention items and scale
Response scale
Item
I would prefer to buy this brand over other brands in

1

7

Strongly disagree Strongly agree

the same product category.

I would buy this particular brand of this product.

Strongly disagree

Strongly agree

If I bought this type of product, I would select this

Strongly disagree

Strongly agree
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brand.

3.6.6.

Environmental consciousness

The variable “environmental consciousness” was measured by combining the results from
two different scales: environmental concern and environmental attitude. An individuals’
environmental concern has been found to relate to their environmental behaviour and attitude
(Kinnear and Taylor 1974; do Paco and Raposo 2010). In order to ensure that these variables
are in fact related to each other, a correlation analysis was run between the two variables.
Environmental concern and environmental attitude were significantly positively correlated
with each other, with r(268)=.818, p<.000, which suggests that they are interrelated.
Additionally, a principal component factor analysis was conducted to ensure that they were
related (see Table 7). The results indicate that environmental concern and environmental
attitude are correlated and that the component loadings are strong for each of the three
variables variable.
Table 7: Communalities and components matrix
Communalities
Initial
Environmental_concern_combi

Extraction

1.000

.911

1.000

.911

ned
Env_attitude_combined

Extraction Method: Principal Component Analysis.
Component Matrixa
Component
1
Environmental_concern_combi

.954

ned
Env_attitude_combined

.954
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Extraction Method: Principal Component
Analysis.
a. 1 components extracted.

These results justify combining these variables to form one overall “environmental
consciousness” variable.

3.6.7.

Environmental concern

While some studies indicate that pro-environmental self-identity is a strong (positive)
predictor of pro-environment behaviour (Whitmarsh and O'Neill 2010), other literature
suggests that there is a gap exists between “attitude towards a behaviour and the behaviour
itself” (Ajzen 2006). For example, although individuals may have a high level of
environmental concern, this concern may not always translate into pro-environment
behaviour. Thus, measuring participants’ environmental concern will help determine if
environmental concern serves as a solid indication as to how they will respond to a proenvironment TPO endorsement when shopping. The amount of concern participants had
towards the environment was measured using a four-item, seven-point scale (where 1=
strongly disagree and 7=strongly agree). This scale was based on the pro-environmental selfidentity scale developed by Whitmarsh and O’Neill (2010). Participants were asked to
indicate their level of agreement with statements such as “environmental issues do not worry
me” and “environmental problems are of great concern to me” (see Table 8). A reliability
analysis of the scale yielded a Cronbach’s alpha of 0.81.
Table 8: Environmental concern items and scale
Response scale
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Item
Environmental issues like climate change don’t worry

1

7

Strongly disagree Strongly agree

me. ®

Compared to other things in my life, environmental

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

problems are not that important to me. ®

Environmental problems are of great concern to me
personally.

I am not concerned about protecting the environment.
®

® indicates scores were reversed for analyses

3.6.8.

Environmental attitude

Some research (Arbuthnot and Lingg 1975; Kellgren and Wood 1986; Simmons and Widmar
1990) suggests that individuals’ attitudes toward the environment have a direct influence on
their environmental behaviour. Because the possibility exists for participants’ attitude toward
the environment to affect their environmental behaviour, and consequently moderate the
effect of a pro-environment TPO endorsement, attitude was an essential variable to measure
in this study. Participants’ attitude toward the environment was assessed using a six-item,
seven-point scale (where 1= strongly disagree and 7= strongly agree). This scale consisted of
statements such as “climate change is an important issue for me”, with which participants
were asked to indicate their level of agreement. A reliability analysis confirmed that the scale
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was reliable, yielding a Cronbach’s alpha of 0.90. After reliability analyses were run, these
six items were combined into an environmental-attitude variable that was used for further
analyses (see Table 9).
Table 9: Environmental attitude items and scale
Response scale
Item

1

7

Climate change is an important issue to me.

Strongly disagree Strongly agree

I do not think climate change is happening. ®

Strongly disagree

Strongly agree

I am worried about the environment’s future well-

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

being.

I do not believe that the negative impacts on the
environment will affect me personally. ®

I think that climate change is happening and that
humans are largely responsible for it.

Environmental problems are exaggerated because in
the long run, things balance out. ®

® indicates scores were reversed for analyses
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3.6.9.

Pro-environment behaviour

Although pro-environment behaviour has also been found to relate to environmental concern
and environmental attitudes (Kinnear and Taylor 1974; do Paco and Raposo 2010), it was not
included in the combining of the aforementioned variables due the fact that one’s opinion
about something and one’s actual actions may differ substantially. According to the
Department for Environment, Food and Rural Affairs (DEFRA) adopting a pro-environment
behaviour, such as recycling, may influence individuals to take-up other, more
environmentally-friendly behaviours (DEFRA 2008b). Additionally, some evidence indicates
that a spill-over effect occurs with regard to pro-environment behaviour (Whitmarsh and
O'Neill 2010). This spill-over effect suggests that when people adopt pro-environment
behaviours, such as recycling, they may also be influenced to adopt other environmentallyfriendly behaviours, such as purchasing environmentally friendly products (DEFRA 2008b;
Whitmarsh and O'Neill 2010). Recent research indicates that behaviour may be grouped
together in a way that represents certain contexts, similar individual characteristics such as
demographics and values, and varying levels of environmental commitment. Three such
groups, or clusters, including purchase decisions, such as shopping, reusing, and composting;
habits, such as energy and domestic water conservation; and recycling (Whitmarsh and
O'Neill 2010) were identified by Barr, Gilg and Ford’s (2005) UK study. Identifying
participants’ current pro-environment behaviour, such as recycling, could indicate how they
would respond to pro-environment TPO endorsements in product labelling when shopping.
Thus, pro-environment behaviour was measured in this study to determine whether
individuals’ pro-environment behaviour translates into pro-environment purchase intention.
“Pro-environment behaviour encompasses multiple domains, frequencies and impacts of
action” (Stern 2000). Participants’ level of pro-environment behaviour was evaluated using a
14-item scale. Participants were asked to indicate their level of agreement with four
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statements using a seven-point scale (where 1= strongly disagree and 7=strongly agree), and
with 10 statements using a five-point scale (where 1= never” and 5= always). The items were
similar to those in a 24-item pro-environment behaviour scale developed by Whitmarsh and
O’Neill (2010) (alpha=.92). The statements were based on the 12 headline behaviours
outlined by the UK review led by DEFRA (DEFRA 2008a) in four behavioural domains,
including domestic energy/water use, waste behaviour, eco-friendly shopping and transport.
Although two different scales were used, both measured pro-environment behaviour. The
items that were assessed with the seven-point scale included statements such as “I have
consciously reduced the amount of gas and/or electricity I use around the house” and “I am
willing to make sacrifices to reduce my negative impact on the environment” (see Table 10).
The items that were assessed with the five-point scale included statements such as “I turn off
the lights when I’m not using them” and “I turn off the tap when I brush my teeth”. A
reliability analysis confirmed that the scale was reliable with a Cronbach’s alpha of 0.838.
But after removing three items from the five-point scale, the reliability of the scale as a whole
increased to 0.870. Thus, the final scale used for analyses included 11 items (seven from the
five-point scale and four from the seven-point scale). After the reliability of the scale was
ensured, the items were combined into one variable that was used for subsequent analyses.
Table 10: Environmental behaviour items and scale
Response scale
Item
I have consciously reduced the amount of gas and/or

1

7

Strongly disagree Strongly agree

electricity I use around the house.
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I am willing to make sacrifices to reduce my negative

Strongly disagree

Strongly agree

I actively try to better the environment.

Strongly disagree

Strongly agree

I encourage my friends and family to recycle.

Strongly disagree

Strongly agree

1

5

Turn off the lights when you’re not using them.

Never

Rarely

Walk, cycle, skate or take public transport for short

Never

Rarely

Turn off the tap while brushing your teeth.

Never

Rarely

Avoid eating meat.*

Never

Rarely

Eat food that is organic, locally-grown or in-season.

Never

Rarely

Save water by taking shorter showers

Never

Rarely

Take part in a protest about or march for an

Never

Rarely

Never

Rarely

impact on the environment.

journeys (i.e. trips of less than 3 kms)

environmental issue.*

Purchase products that are environmentally friendly.
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Write to your MP about an environmental issue.*

Never

Rarely

* indicates that item was removed from final scale to increase reliability

3.6.10. Source credibility
Perceived credibility of the TPO endorsing the product was evaluated using a nine-item,
seven-point scale (where 1= strongly disagree and 7= strongly agree), with an additional
option of “N/A”. This scale, which was based on that developed by Hovland, Janis and Kelly
(1953), was slightly adapted from the one used in the pre-test that assessed source credibility
in order to establish better clarity and improve reliability. For example, the source credibility
construct in the main questionnaire was based on a 7-point scale rather than a 5-point scale,
which was used in the pre-test. Unlike the pre-test, the main questionnaire included two
product-labelling conditions that did not feature a TPO. Participants were asked to rate their
level of agreement with various TPO credibility statements, such as “I think highly of this
organisation” and “this organisation has really positive qualities”. Because no TPO was
present in the product labelling, the participants could not rate the TPO’s credibility.
Participants who were randomly assigned to these conditions were asked to mark the
response “N/A” for all items pertaining to TPO credibility. Additionally, because “perceived
fit” was not assessed in the main questionnaire, only two of the four TPOs used in the pre-test
were used: the “Australian Wilderness Conservation Alliance” and the “Australian
Environmental Sustainability Alliance”.
In order to ensure that N/A responses did not skew the results of perceived credibility
measures, they were re-coded and excluded from analyses. A reliability analysis was then run
to find the reliability of the scale. After removing one item, reliability of the scale increased
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from 0.93 to 0.98. These 8 remaining items (see Table 11) were then combined into a sourcecredibility variable that was used for all further analyses in which source credibility was
involved.
Table 11: TPO credibility items and scale
Response scale
Item
I feel this organisation is extremely

1

7

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

N/A
N/A

trustworthy.

I believe this organisation is telling me the

N/A

truth as it sees it.

I feel this organisation really knows a lot

N/A

about the issues it is involved with.

I consider this organisation to be an

N/A

extremely credible source of information
about issues it discusses.

This organisation really knows a lot about

N/A

what it advocates.

I think really highly of this organisation.

N/A
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This organisation seems to have very

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

N/A

positive qualities.

I don’t really care much about this

N/A

organisation. ®*

® indicates scores were reversed for analyses
* indicates that item was removed from final scale to increase reliability

3.6.10.1. Manipulation check
A one-way ANOVA was run to investigate whether the source-credibility construct was
successfully manipulated. The results indicated that the high source-credibility condition was
not perceived as being significantly more credible than the low source-credibility condition.
Ironically, participants found the intended low-credibility conditions (M=4.81) to be more
credible than the intended high-credibility conditions (M=4.47), with F(1,203)=2.73,
p=0.100. Although this finding is not significant, it is bit interesting. Unfortunately, these
results mean that the source-credibility construct was not manipulated as intended. To
determine whether source credibility had an impact on participants and their subsequent
responses, perceived source credibility was used for further analyses. Perceived source
credibility refers to participants’ responses to the source-credibility scale, and indicates how
credible they perceived the TPO to be. Thus, source credibility was looked at as a continuum
of credibility from high to low, rather than as a dichotomy of high and low.
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3.6.11. Scepticism
As more environmental claims appear in the marketplace, consumers are growing
increasingly sceptical of their validity (Carlson et al. 1993). Because this scepticism about the
legitimacy of environmental claims could have a substantial influence on consumers’
evaluations of a product, and, in turn, alter the effectiveness of pro-environment TPO
endorsements in product labelling, scepticism was an important variable to measure in this
study.
The level of scepticism participants have towards environmental claims that appear in
product labelling was measured using a four-item, seven-point scale (where 1= strongly
disagree and 7= strongly agree). Participants were asked to indicate their level of agreement
with statements, such as “I am sceptical of environmental claims” and “environmental claims
on packages are true” (see Table 12). These statements were selected from a 13-item, sevenpoint Likert scale developed by Mohr, Eroglu, and Ellen (1998) (Cronbach’s Alpha= .75). A
reliability analysis indicated that one item was suppressing the alpha level and was
subsequently dropped. With only three items, the reliability of the scale increased from 0.781
to 0.799.
Table 12: Scepticism items and scale
Response scale
Item
I am sceptical about the accuracy of environmental

1

7

Strongly disagree Strongly agree

claims made on package labels or in advertising. ®

Most environmental claims made on package labels or

Strongly disagree

Strongly agree
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in advertising are true.*

I don’t believe environmental claims on package

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

labels or in advertising until manufacturers provide
evidence that the claims are true. ®

Most environmental claims on package labels or in
advertising are intended to mislead rather than to
inform consumers. ®

® indicates scores were reversed for analyses
* indicates that item was removed from final scale to increase reliability

3.6.12. Knowledge
“Environmental knowledge refers to ‘how much’ an individual knows about environmental
issues” (Finisterra de Paco and Raposo 2010, p. 368). Because environmental knowledge has
been identified in marketing research as a variable that affects every phase of the decisionmaking process (do Paco and Raposo 2010), it was essential to measure and take into account
in this study. Both types of knowledge, subjective and objective, were measured as each
affects an individual’s processing in dissimilar ways (Ellen 1994).

3.6.12.1. Subjective knowledge
Subjective knowledge, or perceived knowledge, was assessed using a six-item, seven-point
scale (where 1= strongly disagree and 7=strongly agree). Participants were asked to indicate
their level of agreement with statements such as “I am confident that my level of knowledge
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about environmental issues is accurate” (see Table 13). This scale was slightly adapted from
a six-item, seven-point Likert scale developed by Ellen, Eroglu and Webb (1993)
(Cronbach’s alpha= 0.86). Although each scale had six-items, they were not identical. A
reliability analysis yielded a Cronbach’s alpha of 0.85 indicating that the scale was reliable.
These items were then combined to form a total subjective-knowledge score for each
participant. This combined score was then used for subsequent analyses.
Table 13: Subjective knowledge items and scale
Response scale
Item

1

7

I have a lot of knowledge about environmental issues.

Strongly disagree Strongly agree

I consider myself to be an expert in regards to

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

Strongly disagree

Strongly agree

environmental issues, such as climate change.

I am confident that my level of knowledge about
environmental issues is accurate.

I know that I buy products and packages that are
environmentally safe.

I know more about recycling than the average person.
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3.6.12.2. Objective knowledge
Objective knowledge was measured using six multiple-choice questions (see Table 14).
These questions were selected and adapted from an environmental-knowledge questionnaire
developed by Ellen (1994). Because the questionnaire was originally used for a study
conducted in the United States, some of the questions had to be omitted or amended to suit
the Australian audience used in this study. The questions were designed to assess both
declarative and procedural knowledge (Ellen 1994). Thus, in order to answer these questions,
participants had to possess knowledge about various environmental symbols and terms. The
number of questions that each participant correctly answered was calculated to form a
cumulative objective-knowledge score. Of the 268 participants, not one person answered all
of the questions correctly. The mode for the objective-knowledge score was 2 out of 6, with
30% of participants getting this score. Participants’ scores were then categorised as “high”,
“low” or “no” knowledge. Those who answered no questions correctly were labelled as
having “no objective knowledge”. Those who answered four or more questions correctly
were labelled as individuals with high objective knowledge about the environment, whereas
those who answered between one and three questions correctly were categorised as having
low objective knowledge (see Figure 1).
Table 14: Objective knowledge items and scale
Response scale
Item
The term “biodegradable” on a
product or package label means...

Multiple choice
1. Through sufficient exposure to microorganisms, the
product or package will break down into natural
substances.
2. Exposure to natural elements (e.g. sun, air, rain) for a
sufficient length of time will break the product or
package down.
3. The product or package will “dissolve” at the landfill
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within a short time (e.g. within a year)
4. The product or package can be placed into an
incinerator..
5. None of the above.
If you saw the following symbol
on the bottom of a container,
what would it mean?

The term “recyclable” on a
package means…

1. The symbol used on plastics to indicate the type of
plastic to aid in sorting and recycling.
2. The “2” indicates that the packaging material is being
used for the second time.
3. The symbol is a UPC code used by grocery stores’
electronic scanners for inventory to tell them whether
the package is cardboard, glass, etc. The “2” indicates
glass.
4. The number indicates how flimsy or strong the
container is. The number 2 indicates a relatively
flimsy container.
5. This symbol has no accepted meaning about the
effects on the environment.
1. The package will be recycled after you throw it away.
2. If collection facilities exist locally, the package may
be recycled into other products.
3. The government ensures that the package will not end
up in a land fill.
4. The manufacturer of the product has set up a system
for recycling the packages.
5. The term has no accepted meaning about the effects
on the environment.

In order to indicate that at least
some of a product or its
packaging is made from recycled

a.

b.

d.

e.

c.

materials, which of the following
symbols would be displayed?
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In terms of its recycling, which of
the following would be the worst
container in which to buy fruit

1.
2.
3.
4.
5.

Steel can
Juice box
Plastic bottles
Glass bottles
They are all about equal

juice?

Government regulations currently

1. True
2. False

require manufacturers to put
information on their package is
recyclable.

Figure 1: Number of objective knowledge questions answered correctly
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Table 15: Constructs used in the questionnaire and their sources, item numbers, scales, ranges, means, standard deviations and alphas
Construct
Elaboration
Product
involvement

Brand
likeability
Purchase
intention
Source
credibility
Environmental
concern
Environmental
attitude
Proenvironment
behaviour
Subjective
knowledge
Objective

Source

Number
of items
2
10

9.81
41.79

Standard
deviation
2.48
9.34

7-point Likert
7-point Likert

1 to 7
1 to 7

0.58
0.75

2

7-point Likert

1 to 7

9.42

2.53

0.81

Till and Busler (1998)

3

7-point Likert

1 to 7

12.76

3.25

0.86

Hovland, Janis, and Kelly
(1953)

7

7-point Likert

31.96

8.25

0.96

Whitmarsh and O’Neill (2010)

4

7-point Likert

1 to 7
and
N/A
1 to 7

27.79

5.27

0.81

N/A

6

7-point Likert

1 to 7

28.51

8.44

0.90

Whitmarsh and O’Neill (2010)

7

5-point Likert

1 to 5

46.04

8.67

Ellen, Eroglu, and Webb (1997)

4
6

7-point Likert
7-point Likert

1 to 7
1 to 7

24.90

6.13

0.85

Ellen (1994)

6

Multiple

0 to 6

n/a

n/a

n/a

Wang (2006)
Celsi and Olson (1988), Petty
and Cacioppo (1980), Richins
and Bloch (1986), Zaichkowsky
(1985), Lastovicka (1979),
Deshpande and Hoyer (1983),
Deshpande et al. (1982), Hoyer
(1984), Bauer (1960), Dholakia
(2001), Chaudhuri (2000),
Rothschild (1979), Howard and
Sheth (1969)
Till and Busler (1998)

Scale

Range

Mean

Alpha

0.87
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knowledge
Scepticism

Mohr, Eroglu, and Ellen (1994)

3

choice
7-point Likert

1 to 7

12.13

3.38

0.80
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3.7.

Data analysis

Data was analysed using the program Statistical Packages for the Social Sciences (SPSS). To
test the effect of each independent variable (source credibility, product involvement, presence
of a TPO and presence of an environmental claim) on each dependent variable (productlabeling likeability, brand likeability and purchase intention), ANOVAs were run. These
analyses helped identify main effects and interactions between the independent and
dependent variables. Multiple analyses of variance (MANOVAs) were also conducted to test
for the difference in means between two or more groups. In order to investigate the
relationship between the independent and dependent variables while accounting for the
variation due to covariates, analyses of covariance (ANCOVAs) were conducted (Seltman
2012). Accounting for these covariates, or intervening variables, including environmental
consciousness, pro-environment behaviour, scepticism and environmental knowledge, will
help reduce the error variance (Jennings 2012). Correlation analyses were also conducted to
investigate how two of three variables—dependent, intervening or independent interacted
with each other. Often ANOVAs, MANOVAs and correlations were run when the file was
split for each level of certain variables for exploratory reasons.

3.8.

Conclusion

This chapter gave the justification for the experimental design and provided an overview of
the study. It also identified and described its independent variables, conditions and stimuli.
Next, the chapter presented the procedure and results of the pre-test, explained the
consequent changes to the questionnaire and discussed the data collection method. Then, it
identified the various constructs that composed the questionnaire and described their scales
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and origins. This chapter concluded with a description of the data analyses. The next chapter
will present the results from those analyses.
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4

Results

The previous chapter discussed the methodology used in this study: a between-subjects, 2x2
(plus four additional conditions) experimental design. Thus, there were eight different
conditions to which participants were randomly assigned. This design was adapted from the
design used in the pre-tests, which consisted of 12 conditions, due to poor results from the
“fit” assessment. Product labelling served as the stimulus, and the justification for its usage
was discussed. The hypotheses were clearly identified, and the way in which they were tested
was outlined. Pre-tests were conducted prior to the distribution of the main questionnaire to
investigate the reliability of the scales and to ensure that the variables were manipulated as
intended. The procedure by which the questionnaire was created and distributed was
described. The constructs that composed the questionnaire were identified, as were their
origins and the scales by which they were measured. Lastly, the analyses that were used to
interpret the data were discussed.
This chapter presents the frequencies of the demographic variables. Using various types of
analyses, including ANOVAs, ANCOVAs, MANOVAs and correlations (which were
sometimes conducted while running split files) the hypotheses were tested. This chapter
reports on and summarises the results from these analyses of the main questionnaire. Next, it
discusses the results from the investigation of the potential moderating and confounding
variables, along with other findings of interest. The chapter concludes with an overall
summary of the results.

4.1.

Demographic frequencies

As indicate in Table 16, the gender split was nearly equal with 135 males (50.4%) and 133
females (49.6%). Of the five age ranges, the most common was the “56 years old and over”
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category, which had 89 of the 268 (33.2%) participants. The age range with the lowest
number of participants was the “18-25 years old” group within which 7.1% (N=19) of
participants were categorised. The majority of participants were married (61.2%), while the
most common annual income bracket was between $20,000-$50,000/year (33.6%). The most
frequent number of children that participants had was two (32.5%) followed by zero (27.6%),
three (14.2%), four or more (13.1%) and then one (12.7%). The highest level of education
that the greatest number of participants attained (N=107) was secondary school, which 39.9%
of participants attained, followed by tafe at 26.1% (N=70), university at 21.3% (N=57),
graduate school at 11.9% (N=32) and primary school at 0.7% (N=2). Most participants live in
a suburban community (54.5%), whereas only 18.3% live in an urban area and 27.2% in a
rural area.
Table 16: Demographic frequencies and percents
Parameter
Gender
Male
Female
Age range
18-25
26-35
36-45
46-55
56+
Marital Status
Currently married
Divorced
Never married
Widowed
Annual income
Less than $10,000
$10,001-$20,000
$20,000-$50,000
$50,001-$75,000
$75,001-$100,000
$100,000-$150,000
Over $150,000
Children
0
1

Frequency

Valid %

135
133

50.4
49.6

19
44
53
63
89

7.1
16.4
19.8
23.5
33.2

164
39
56
9

61.2
14.6
20.9
3.4

33
50
90
45
24
20
6

12.3
18.7
33.6
16.8
9.0
7.5
2.2

74
34

27.6
12.7
109

2
3
4 or more
Education
Primary school
Secondary school
University
Tafe
Graduate
Community
Rural
Urban
Suburban

4.2.

87
38
35

32.5
14.2
13.1

2
107
57
70
32

0.7
39.9
21.3
26.1
11.9

73
49
146

27.2
18.3
54.5

Hypotheses testing

4.2.1.

Hypothesis 1

H1 predicted that the presence of a pro-environment TPO endorsement in product labelling
would have a favourable effect on participants’ product-labelling likeability, brand likeability
and purchase intention. A one-way ANOVA was run to determine if the presence of a proenvironment TPO in the product labelling had a significant effect on the aforementioned
dependent variables. The results (see Table 17) indicated that the presence of a proenvironment TPO had no significant influence on product-labelling likeability, with
F(1,266)=1.59, p=.21; brand likeability, with F(1,266)=.520, p=.47; or purchase intention,
with F(1,266)=.141, p=.71. These results nullify the hypothesis and suggest that the presence
of a pro-environment TPO does not directly influence consumers’ product-labelling
likeability, brand likeability or purchase intention.
Table 17: ANOVA for the effect of a pro-environment TPO on the dependent variables
ANOVA
Sum of Squares
Product_labelling_likeability_

Between Groups

Combined

Within Groups

df

Mean Square

2.709

1

2.709

452.784

266

1.702

F

Sig.

1.592

110

.208

Total
Brand_likeability_combined

Purchase_intention_combined
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455.493

267

.832

1

.832

Within Groups

425.466

266

1.599

Total

426.299

267

.166

1

.166

Within Groups

312.638

266

1.175

Total

312.804

267

Between Groups

Between Groups

.520

.471

.141

.708

Hypothesis 2

H2 stated that product involvement would affect the extent to which a pro-environment TPO
endorsement influences product-labelling likeability, brand likeability and purchase intention.
Three two-way ANOVAs, or ANCOVAs, were conducted to investigate the effect of product
involvement and presence of TPO endorsement on product-labelling likeability, brand
likeability and purchase intention. No significant main effects of either product involvement
or presence of TPO endorsement were found on any of the dependent variables. Additionally,
no significant interaction was found between product involvement and presence of TPO for
any of the dependent variables, with F(1,264)=1.69, p=.19 (product-labelling likeability),
F(1,264)=.45, p=.50 (brand likeability) or F(1,264)=.58, p=.45 (purchase intention).
However, when the data file was split for presence of TPO and the TPO was present in the
product labelling, a significant positive correlation was found between product involvement
and brand likeability, with r(221)=.161, p=.017; between product involvement and productlabelling likeability, with r(221)=.312, p<.000; and between product involvement and
purchase intention, with r(221).461, p<.000. The data set was also split for intended product
involvement and an ANOVA was run between presence of a TPO endorsement and the
dependent variables. Results indicate (see Figure 2) that in the high involvement condition,
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participants’ product-labelling likeability was significantly higher when the TPO was not
present (M=4.95) than when it was present (M=4.36), with F(1,100)=4.51, p=.036.
Figure 2: split file for product involvement: presence of TPO x purchase intention

In the high involvement condition, participants’ brand likeability (F(1,100)=.011, p=.92) and
purchase intention (F(1,100)=.086, p=.77) did not differ significant when the TPO was
present and when it was not. Similarly, in the low involvement condition, participants’
product-labelling likeability (F(1,164)=.011, p=.92), brand likeability (F(1,164)=.99, p=.32)
and purchase intention (F(1,164)=.61, p=.44), did not differ significantly when the TPO was
present and when it was not.
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4.2.3.

Hypothesis 3

H3 stated that amount of environmental knowledge, both subjective and objective, that an
individual possesses directly affects how the presence of the TPO endorsement influences
participants’ product-labelling likeability, brand likeability and purchase intention.
In order to test this hypothesis and determine if environmental knowledge has a confounding
influence on the effect of the presence of a pro-environment TPO endorsement on the
dependent variables, an ANCOVA analysis was conducted. Results indicate (see Table 18)
that environmental objective knowledge (categorised as high, low or no) has a significant
influence on the effect of the presence of the TPO endorsement on participants’ purchase
intention, with F(1,265)=6.50, p=.015 but not on product-labelling likeability, with
F(1,265)=1.76, p=.19, or brand likeability, with F(1,265)=.010, p=.92. This result means that
environmental objective knowledge (categorised as high, low or no) has a confounding effect
on the relationship between presence of TPO endorsement and purchase intention.
Table 18: ANCOVA for product involvement: presence of TPO x purchase intention
Tests of Between-Subjects Effects
Dependent Variable:Purchase_intention_combined
Source

Type III Sum of
Squares

Partial Eta
df

Mean Square

F

Sig.

Squared

7.144a

2

3.572

3.097

.047

.023

335.184

1

335.184

290.596

.000

.523

6.978

1

6.978

6.050

.015

.022

.138

1

.138

.120

.729

.000

Error

305.660

265

1.153

Total

5159.222

268

312.804

267

Corrected Model
Intercept
Objective_knowledge_label
Presence_of_TPO

Corrected Total

a. R Squared = .023 (Adjusted R Squared = .015)

In order to determine if a relationship exists between objective knowledge and the effect of
the presence of the pro-environment endorsement on the dependent variables, the data file
was split according to presence of TPO. Correlations were then run between objective
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knowledge and each dependent variable. Results indicated that there was no significant
correlation between objective knowledge and brand likeability when the TPO was present,
with r(221)=.076, p=.263; nor was there a correlation between objective knowledge and
product-labelling likeability when the TPO was present, with r(221)= -.018, p=.787. There
was a significant negative correlation between objective knowledge and purchase intention
when the TPO endorsement was present, with r(221)= -.153, p=.023.
An ANOVA was also run to investigate if a significant difference in participants’ purchase
intentions existed across the three levels of objective knowledge (no, low or high) when the
TPO endorsement was present and when it was not. Participants’ purchase intentions differed
significantly across two levels of objective knowledge when the TPO endorsement was
present, with F(2,218)=3.81, p=0.025. When the TPO endorsement was present in the
product labelling, participants labelled as having no objective knowledge (M=4.51) had
significantly higher purchase intentions than participants labelled as having high objective
knowledge (M=3.72) (see Table 19 and Figure 3).
Table 19: Purchase intention means and standard deviations for each level of objective
knowledge when the TPO was present
No

Low

High

4.51a

4.31ab

3.72b

(0.90)

(1.16)

(1.09)

Note. Numbers in parentheses are standard deviations. Means not sharing subscripts differ at
p< .05 according to Tukey’s Honestly Significant Difference comparison.

Figure 3: Purchase intention means at each level of objective knowledge when the TPO
endorsement was present
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Purchase intentions did not significantly differ across levels of objective knowledge when
the TPO endorsement was not present.
Additionally, a bivariate analysis was run between subjective knowledge and each dependent
variable when the data file was split for presence of TPO. Results indicate that when the TPO
was present, there was no significant correlation between subjective knowledge and productlabelling likeability, with r(221)=.015, p=.822 but there was a significant negative correlation
between subjective knowledge and brand likeability, with r(221)= -.177, p=.008. There was
also a significant positive correlation between subjective knowledge and purchase intention
when the TPO was present, r(221)=.232, p=.000. This result means that when the TPO
endorsement was present in the product labelling, the more participants thought they knew
about the environment, the greater their purchase intention but the less they liked the brand.
An ANCOVA analysis (see Table 20) indicated that subjective knowledge had a significant
confounding influence on the relationship between the presence of a pro-environment TPO
endorsement and purchase intention, with F(1,265)=6.87, p=.009, and between presence of
TPO endorsement and brand likeability, with F(1,265)=8.39, p=.004. There was not a
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significant confounding effect of subjective knowledge on the relationship between presence
of TPO endorsement and product-labelling likeability, with F(1,265)=.034, p=.85 (see Table
21).
Table 20: ANCOVA for subjective knowledge: presence of pro-environment TPO
endorsement x purchase intention
Tests of Between-Subjects Effects
Dependent Variable:Purchase_intention_combined
Source

Type III Sum of

Partial Eta

Squares

df

Mean Square

F

Sig.

Squared

a

2

4.030

3.505

.031

.026

181.059

1

181.059

157.446

.000

.373

7.895

1

7.895

6.865

.009

.025

.215

1

.215

.187

.666

.001

Error

304.744

265

1.150

Total

5159.222

268

312.804

267

Corrected Model
Intercept
Subjective_knowledge_combin

8.060

ed
Presence_of_TPO

Corrected Total
a.

R Squared = .026 (Adjusted R Squared = .018)

Table 21: ANCOVA for subjective knowledge: presence of pro-environment TPO endorsement
x brand likeability
Tests of Between-Subjects Effects
Dependent Variable:Brand_likeability_combined
Source

Type III Sum of
Squares

Partial Eta
df

Mean Square

F

Sig.

Squared

Corrected Model

13.891a

2

6.946

4.463

.012

.033

Intercept

465.405

1

465.405

299.055

.000

.530

13.059

1

13.059

8.392

.004

.031

.970

1

.970

.623

.431

.002

Error

412.407

265

1.556

Total

6369.000

268

426.299

267

Subjective_knowledge_combin
ed
Presence_of_TPO

Corrected Total

a. R Squared = .033 (Adjusted R Squared = .025)
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4.2.4.

Hypothesis 4

H4 stated that the greater the individual’s scepticism of environmental product claims, the
less likely the claim would favourably impact their purchase intention. When an
environmental claim was present in the product labelling, no significant correlation was
found between scepticism of environmental claims and purchase intention, with r(176)=.049,
p=.517. This result indicates that although an individual may be sceptical of an environmental
claim, this scepticism does not deter them from purchasing a product.

4.2.5.

Hypothesis 5

H5 predicted that the credibility of the TPO would influence the effect of a TPO endorsement
on the consumer. As a result, their product-labelling likeability, brand likeability and
purchase intention would be affected. The participants rated the credibility of the TPO
featured in the product labelling on a seven-point Likert scale with an additional option for
N/A when the TPO was absent. Because two of the eight conditions of product labelling did
not display a pro-environment TPO, TPO credibility could not be assessed in these
conditions. The people who viewed them were instructed to mark the box N/A if no TPO was
present in the product labelling that they viewed. Although 47 participants viewed product
labelling without a TPO, only 24 marked N/A. Furthermore, of those who did mark N/A, few
actually viewed product labelling that lacked a TPO endorsement. This finding indicates that
either the instructions were not clear enough for the participants to effectively complete the
questionnaire or that despite being influenced by the presence of the TPO, they did not
consciously consider it when evaluating the product. Consequently, source credibility could
not be measured as an independent variable because it was not manipulated properly.
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Perceived source credibility, which was the level of credibility participants perceived the
TPOs to have, was utilised in other analyses.

4.2.6.

Hypotheses results summary

The presence of the TPO endorsement did not function as anticipated, as it did not have a
significant favourable influence on product-labelling likeability, brand likeability or purchase
intention. No significant interaction as found between presence of TPO and product
involvement. Yet, when the data file was split for product involvement, participants’ productlabelling likeability was significantly higher in the high involvement condition when the TPO
was not present than when it was present. Similarly, when the data file was split for presence
of TPO, a significant correlation was found between product involvement and each of the
dependent variables when the TPO was present. Somewhat as expected, there was a
significant negative correlation between objective knowledge and purchase intention when
the TPO was present, but there was not a significant correlation between objective knowledge
and brand likeability or product-labelling likeability when the TPO endorsement was present.
Similarly, a significant negative correlation was found between subjective knowledge and
brand likeability and between subjective knowledge and purchase intention when the TPO
endorsement was present. Additionally, no significant correlation between scepticism of
environmental claims and purchase intention was found. Because the variable “credibility”
was not manipulated as intended, Hypothesis 5 could not be tested.

4.3.

Other analyses
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4.3.1.

Split file for presence of TPO: Environmental behaviour x purchase intention

Although the ANOVA between the presence of the TPO and the dependent variables yielded
no significance, when the file was split for presence of TPO, a significant positive correlation
was found between environmental behaviour and purchase intention when the TPO was
present, with r(179)=.153, p<.05. This correlation indicates that when the TPO endorsement
is present in the product labelling, the more participants claim to engage in pro-environment
behavior, the more likely they are to purchase the featured product (see Figure 4). There was
no significant correlation between environmental behaviour and purchase intention when the
TPO endorsement was absent (see Figure 5). These results indicate that the presence of the
TPO endorsement in the product labelling has a significant, favourable impact on consumers
who are likely to engage in other pro-environment behaviours and their purchase intention.
Figure 4: Correlation between environmental behaviour and purchase intention when
the TPO is present within the product labelling

Figure 5: Correlation between environmental behaviour and purchase intention when
the TPO is not present within the product labelling
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4.3.2. Split file: Presence of TPO: Environmental consciousness x purchase intention
No significant correlation was found between the variable environmental consciousness and
purchase intention neither when the pr-environment TPO endorsement was present in the
product labelling, with r(1,221)=.067, p=.32, nor when it was absent, with r(1,47)=.029,
p=.85.

4.3.3.

Split file: Presence of TPO: Source credibility x purchase intention

After splitting the data file to analyse the effect of perceived TPO credibility on purchase
intention when the TPO was present in the product labelling, a significant positive correlation
was found, with r(205)=.64, p<.000. This correlation indicates that the when the TPO
endorsement was present in the product labelling, the more credible participants believed the
TPO to be and the more likely they were to purchase the featured product. Similarly, when
the TPO endorsement was present, a positive correlation was found between perceived
credibility and brand likeability, with r(205)=.35, p<.000, and between perceived credibility
and product-labelling likeability, with r(205)=0.59, p<.000. These results mean that when the
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TPO endorsement was present in the product labelling, the more credible participants
believed the TPO to be, the more they liked the brand and product labelling (see Figure 6).
Figure 6: Correlation between source credibility and purchase intention when the TPO
is present within the product labelling

4.3.4.

Presence of environmental claim x each dependent variable

A one-way ANOVA was run to test for a significant difference in how much participants
liked the product labelling when it featured an environmental claim and when it did not.
Results indicated that there was a significant difference between how much participants liked
the product labelling when it featured an environmental claim and when it did not, with
F(1,266)=4.69, p=.031. More specifically, participants who viewed the product labelling that
featured an environmental claim (N=176) were more inclined to like the product labelling
(M=4.71) than participants who viewed the product labelling without an environmental claim
(N=92) (M=4.35).
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An ANCOVA was conducted for each potentially moderating or confounding variable that
could be responsible for the significant effect found between presence of an environmental
claim and product-labelling likeability. Results indicate that both environmental
consciousness and environmental behaviour had a significant moderating influence on the
effect of presence of an environmental claim on product-labelling likeability, with
F(1,265)=14.38, p<.000 and F(1,265)=8.28, p=.004, respectively. Environmental scepticism
was also found to have a confounding influence on the effect of presence of an environmental
claim on product-labelling likeability, with F(1,265)=9.13, p=.003. Neither objective
knowledge (categorized as high, low or no) nor subjective knowledge were found to have a
confounding influence on the effect of presence of an environmental claim on productlabelling likeability at F(1,265)=1.61, p=21 and F(1,265)=.12, p=.73, respectively.
A one-way ANOVA was used to test for differences in purchase attention when there was an
environmental claim present in the product labelling and when there was not. Participants’
intention to purchase the product did not differ significantly when there was and when there
was not an environmental claim present in the product labelling, with F(1,266)=1.787,
p=.182. Similarly, the results from a one-way ANVOA between presence of an
environmental claim and brand likeability indicate that there was no significant difference in
brand likeability when the environmental claim was present and when it was not, with
F(1,266)=.98, p=.32.

4.3.5. Split file for presence of environmental claim: Environmental behaviour x each
dependent variable
After running a split file for presence of an environmental claim, a significant positive
correlation was found between environmental behaviour and product-labelling likeability
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when the environmental claim was present, with r(1,176)=.18, p=.016, but not when the
environmental claim was absent, with r(1,92)=.16, p=.12. No correlation was found between
environmental behavior and brand likeability neither when the environmental claim was
present, with r(1,176)=.14, p=.067, nor when the environmental claim was absent, with
r(1,92)=.11, p=.32. A significant positive correlation was found between environmental
behavior and purchase intention when the environmental claim was present, with r(218)=.14,
p<.05, but not when there was no environmental claim, with r(50)=.24, p=.10.

4.3.6.

Split file: presence of environmental claim: environmental attitude x each
dependent variable

After the data file was split according to presence of environmental claim in the product
labelling (present or not present), a correlation analysis was run between environmental
consciousness and each of the dependent variables. Results from the analysis indicated that
environmental consciousness and product-labelling likeability were correlated when the TPO
endorsement was present, with r(1,176)=.21, p=.005, and when it was absent, with
r(1,92)=.25, p=.015. Brand likeability and environmental consciousness were also correlated
when the TPO was present, with r(1,176)=.25, p=.001, but not when there was no TPO, with
r(1,92)=.15, p=.16. No correlation was found between purchase intention and environmental
consciousness neither when the TPO was present, with r(1,176)=.16, p=.83, nor when there
was no TPO endorsement, with r(1,92)=.18, p=.14.

4.3.7.

Objective knowledge x subjective knowledge

Participants’ responses were evaluated for correctness and given a score out of seven. These
scores were then categorised as high, low or no objective knowledge. Of the 268 participants,
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11.2% were categorised as having no objective knowledge, 76.9% had low objective
knowledge and only 11.9% had high objective knowledge. Although the majority of
participants only possessed no or low environmental knowledge, nearly 80% (M=79.9%)
thought they had a high level of environmental knowledge. With these statistics, it is not
surprising that no significant correlation was found between objective knowledge and
subjective knowledge, with r(268)=.076, p=.215. This result indicates that participants did
not know as much about the environment as they thought they did: high subjective
knowledge scores did not denote high objective knowledge scores.

4.3.8.

Split file for presence of environmental claim: Objective knowledge x
purchase intention

A significant negative correlation was found between objective knowledge and purchase
intention when an environmental claim was present, with r(176)=-.22, p=.003. This result
indicates that when an environmental claim is present in the product labeling and the more
objective knowledge participants have, the less likely they are to purchase the product.

4.3.9. Environmental attitude, environmental concern and pro-environment behavior
for each age range
As indicated in Table 22, participants between the ages of 18 and 25 years old reported the
lowest environmental concern (M=4.32) of all age ranges, while participants aged 36-45
years old reported the highest (M=4.53). Participants aged 36-45 years old also had a
favourable environmental attitude (M=5.02) than any other age range, while those aged 56
years old and over had the least favourable (M=4.47). Although participants aged 18-25 years
old were the least concerned about the environment, they were the most likely to engage in
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pro-environment behaviour (M=4.25). Participants aged 26-35 years old were the least likely
of all age ranges to partake in pro-environment behaviours.
Table 22: Environmental concern, environmental behaviour and environmental attitude
means for each age range
Age range
18-25
N
26-35
N
36-45
N
46-55
N
56+
N

Environmental
concern
4.3158
19
4.3409
44
4.5283
53
4.5040
63
4.4663
89

Environmental
behaviour
4.2536
19
4.0971
44
4.2367
53
4.1111
63
4.2370
89

Environmental
attitude
4.9035
19
4.8636
44
5.0189
53
4.8016
63
4.4682
89

4.3.10. Environmental attitude, environmental concern and pro-environment behavior
for each gender
Table 23 provides the means for each gender for environmental concern, environmental
behaviour and environmental attitude. The means indicate that women had greater
environmental concern (M=4.55), were more likely to engage in environmental behaviour
(M=4.30) and had a more favourable attitude toward the environment (M=4.91) than their
male counterparts (M=4.37; M=4.08; M=4.59).
Table 23: Environmental concern, environmental behaviour and environmental attitude
means for each gender

Gender
Male
Female

Environmental
concern
4.37
135
4.55
133

Environmental
behaviour
4.08
135
4.30
133

Environmental
attitude
4.59
135
4.91
133
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4.4.

Conclusion

This chapter discussed the results of the analyses performed on the data set. First, it provided
the frequencies from demographic questions. Next, it described the testing of each hypothesis
in detail and presented the results. Then, various variables were analysed to investigate if they
function as moderating variables between the independent and depending variables. Other
interesting findings were reported followed by a summary of the overall results. The next
chapter puts these results into the context with both this study and extant literature.
Additionally, it presents the limitations of this study and makes suggestions for future
research.
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5 DISCUSSION AND CONCLUSION
The last chapter reported the results from the analyses that were conducted to test the
hypotheses and to investigate if certain variables functioned as moderating variables. Other
findings of interest were also provided. This chapter will place these results into context of
the extant literature, and give possible explanations for these findings, along with their
implications. It will then discuss in detail the limitations of this study and suggestions for
future research.

5.1.
5.1.1

Hypotheses
Hypothesis 1

The presence of a pro-environment TPO endorsement in the product labelling did not have a
significant influence, favourable or unfavourable, on participants’ product-labelling
likeability, brand likeability or purchase intention. These results were unexpected as it was
anticipated that the pro-environment TPO endorsement would function similarly to a human
endorsement and have a favourable effect on participants. This result indicates that the proenvironment endorsement may not function in the same way as endorsements from human or
other types of TPOs. Although the presence of the pro-environment TPO endorsement did not
directly affect participants’ product-labelling likeability, brand likeability and purchase
intention, other analyses, such as correlations, involving the presence of the pro-environment
TPO endorsement were significant and are discussed in detail in this chapter. Thus, the
presence of the TPO endorsement may have indirect, favourable effects on consumers and
their purchase intention. Therefore, if used properly, displaying a pro-environment TPO
endorsement in the product labelling can be a beneficial marketing tool for companies that
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want to favourably influence consumers’ product-labelling likeability, brand likeability or
purchase intention.

5.1.2

Hypothesis 2

A two-way ANOVA, or ANCOVA, was conducted to investigate the influence of product
involvement on the relationship between presence of TPO and each dependent variable.
Results indicated that no significant interaction or main effects were found. Additionally, the
results from a one-way ANOVA between presence of TPO endorsement (when the data set
was split for product involvement) and product-labelling likeability indicated that participants
who had high-product involvement had significantly higher product-labelling likeability
when the TPO endorsement was not present than when it was present. This result indicates
that that when an individual has high-product involvement, it is more effective to use product
labelling that does not display a TPO endorsement than to use product labelling that does.
This finding is in line with extant literature, which suggests that because consumers with
high-product involvement have an invested interest in the decision to purchase the product,
they put more time, effort and thought into their purchase decision than if they have lowinvolvement (Howard and Sheth 1969; Clarke and Belk 1978; Oh and Jasper 2006).
Consequently, they are more likely to elaborate on the message they are presented in the
product labelling than consumers with low-product involvement (Te'eni-Harari et al. 2009).
Thus, consumers who are highly involved with the product may have a better judgement of
the legitimacy of the TPO endorsement than individuals who have low-involvement and
spend less time elaborating on the product labelling. Therefore, the greater consumers’
product involvement, the more likely they are to be deterred from purchasing a product with
illegitimate claims or with non-credible TPO endorsements.
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Yet, the one-way ANOVA between presence of TPO endorsement (when the data set was
split for product involvement) and the dependent variables for the low-product involvement
condition indicated that there was no significant difference between participants’ productlabelling likeability, brand likeability or purchase intention when the TPO was present and
when it was not. This finding contradicts the expectations for this study and relevant
literature, which suggests that the less an individual is involved with the product, the more
likely they are to rely on extrinsic cues, or heuristics, to guide decision-making (Hoyer 1984).
Because seals-of-approval, such as the one made by Good Housekeeping, provide
information about the product’s intangible characteristics (Steenkamp 1989), they are thought
to function as extrinsic cues. Thus, it was anticipated that the pro-environment TPO
endorsement would function as an extrinsic cue, or heuristic. The fact that the presence of a
TPO endorsement did not have a significant effect on participants’ product labelling
likeability, brand likeability and purchase intention when they had low-product involvement
may indicate that participants with low-product involvement did not utilise the proenvironment TPO endorsement as an extrinsic cue to make their purchase decision. Thus, the
pro-environment TPO may not function as an extrinsic cue or in the same way as other sealof-approval endorsements.
However, when the (data set was split for presence of TPO endorsement) TPO was present in
the product labelling, a significant correlation was found between product involvement and
each dependent variable. These results indicate that when a TPO was present in the product
labelling and the more participants were involved with the product, the greater participants’
product-labelling likeability, brand likeability and purchase intention. These correlations
suggest a slight trend: when participants had low-involvement with the product, they were
more likely to indicate that they would purchase the product when the product labelling
featured a TPO endorsement (M=4.23) than when it did not (M=4.03). Conversely,
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participants who had high-involvement with the product were more inclined to purchase the
product when it was not present (M=4.38) than when it was (M=4.32). Although neither of
these findings was significant, they do indicate that a relationship exists between the level of
product involvement and the presence of the TPO endorsement’s effect on purchase
intention. These findings suggest that the use of a TPO endorsement to increase brand
likeability and product-labelling likeability and to improve purchase intentions could be
effective, particularly on products that are typically considered to be low-involvement, such
as fast-moving consumer goods, than on typically high-involvement products, such as cars or
jewellery.

5.1.3

Hypothesis 3

As predicted, results from an ANCOVA analysis indicated that participants’ objective
environmental knowledge had a confounding influence on the effect of the presence of a proenvironment TPO on purchase intention. Similarly, the results from a one-way ANOVA
indicated that when the pro-environment TPO endorsement was present, participants’
purchase intention differed significantly depending on how much environmental objective
knowledge they possessed. When the pro-environment TPO endorsement was present within
the product labelling and the less objective knowledge the participant possessed, the greater
their purchase intention.
This finding indicates that the use of the pro-environment TPO endorsement in product
labelling can be a highly effectively marketing tool when the consumer has a minimal amount
of environmental objective knowledge. Given that most consumers lack a substantial amount
of knowledge to allow them to effectively evaluate a product’s environmental merits, this
finding is highly significant.
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These findings are consistent with knowledge literature, which suggests that the more
knowledge a consumer has, the more complex and better developed their representations. As
a result, it takes less effort to retrieve information to make a product evaluation (Alba and
Hutchinson 1987; Campbell and Kirmani 2000). Since it takes less effort to make a sound
product evaluation, people with a large amount of knowledge are less likely to engage in
superficial processing, more likely to elaborate on the message (Wang 2006) and less likely
to utilise heuristics to make a purchase decision in comparison with people possessing little
knowledge. Consumers that have little knowledge may rely on extrinsic cues, such as product
claims or seal-of-approval TPO endorsements, to compensate for their lack of knowledge and
to guide their decision-making (Rao and Monroe 1988). Because these consumers do not
have adequate knowledge to accurately assess the product’s environmental qualities and are
heavily reliant on the product claims to make an assessment about the product, they may be
vulnerable to being misled by inaccurate or misleading product claims.
Since participants with high objective knowledge have a substantial base from which they
could draw to evaluate the environmental claims and environmental TPO endorsements, they
may not have had to use heuristic cues to make a purchase decision. Rather, the
knowledgeable participants may have been less influenced by the environmental claims and
TPO endorsement, opting to look at the products’ holistic impact on the environment when
making their purchase decision.
Along the same lines, results from a bivariate analysis indicated that subjective knowledge
was significantly negatively correlated with brand likeability and positively correlated with
purchase intention when the TPO was present in the product labelling. The greater
participants’ subjective knowledge, the less they liked the brand and the greater their
purchase intention. Similarly the results from an ANCOVA analysis showed that subjective
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knowledge had a significant confounding influence on the relationship between the presence
of a TPO endorsement and each brand likeability and purchase intention.
Thus, the more environmental knowledge people think they have, the more likely they are to
purchase a product featuring a pro-environment TPO endorsement. Therefore, although an
individual may not actually possess environmental knowledge, because they think they do,
they are more inclined to purchase a product featuring a pro-environment TPO endorsement.

5.1.3.1 Levels of objective and subjective knowledge and their effects
This potential for individuals with no or low environmental knowledge to be misled by
environmental TPO endorsements or environmental claims is especially worrying given that
only 11.9% of participants scored in the high objective environmental knowledge category.
Although only 11.9% of participants were categorised as having high environmental
knowledge, nearly 80% (M=79.9%) of them thought that they possessed a high level of
environmental knowledge. This finding is quite significant because it indicates that
participants do not know as much about the environment as they think they do. In fact, no
significant positive correlation was found between subjective knowledge and objective
knowledge. This finding supports the research conducted by Alba and Hutchinson (2000),
which also found that consumers are overconfident about what and how much they know.
Thus, subjective knowledge is not an accurate indication of objective knowledge about the
environment. Therefore, asking participants how much they know about the environment is
not a sufficient assessment of their environmental knowledge. Instead, it is important to
assess their environmental knowledge directly. Moreover, the fact that only about 10% of
participants possessed a large amount of objective environmental knowledge could have a
detrimental effect on their ability to evaluate environmental claims. Consumers’ inadequacy
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to effectively evaluate environmental claims could have large implications, including
increased likelihood of being misled by illegitimate claims. This finding is in line with other
environmental knowledge research, which also suggests that consumers have a limited
amount of environmental knowledge (Synodinos 1990; Ellen 1994; Alba and Hutchinson
2000; Thogersen 2000).
A significant positive correlation was found between level of education obtained and
objective environmental knowledge, with r(268)=.129, p=.035. This correlation indicates that
the greater amount of education that participants had obtained, the greater amount of
environmental knowledge they possessed. This finding supports the results from a study
conducted by Morris, Hastak, and Mazis (1995), which stated that comprehension of
environmental terms and education level are positively related. Thus, level of education
obtained is a quality indication of how consumers will be affected by the presence of an
extrinsic environmental product cue. Moreover, when consumers have attained little
education and possess little environmental knowledge, they may be inclined to rely on TPO
endorsements or environmental claims to guide their decision-making. Because individuals
with no objective environmental knowledge were found to be significantly more inclined than
individuals with high objective environmental knowledge to purchase a product featuring a
pro-environment TPO endorsement, they may be targeted by marketers. Because they lack
the knowledge necessary to effectively evaluate the environmental claims or environmental
TPO endorsements that are used to persuade them to purchase a product, they may be
particularly susceptible to being misled by environmental claims or into thinking that a proenvironment TPO endorsement means something that it does not (Mohr et al. 1998).
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5.1.4

Hypothesis 4

Results indicated that although participants may have reported that they are very sceptical of
environmental claims, this scepticism did not affect their decision to purchase the product.
Given that consumer scepticism of environmental claims is increasing (Mendleson and
Polonsky 1995; Wong et al. 1996), this finding is quite substantial and may have important
implications for companies in developing their marketing strategies.
According to many public-policy groups, such as U.S. Federal Trade Commission, scepticism
of environmental claims can help compensate for consumers’ lack of substantial
environmental knowledge by enabling them to effectively evaluate environmental claims and,
in turn, reduce their risk of being misled (Mohr et al. 1998). Yet, results from this study
indicate that scepticism of environmental claims does not deter consumers from purchasing a
product featuring an environmental claim. This finding contradicts existing scepticism
literature, which suggests that scepticism prohibits environmental concern from directly
translating into environmental action (Crane 2000). Thus, scepticism may not be an effective
tool to help consumers decipher between legitimate and illegitimate claims and, consequently
may not prevent them from being misled.
Additionally, as previously mentioned, a lack of objective knowledge reduces consumers’
elaboration on the product labelling and restricts their ability to evaluate product claims.
Therefore, the combination of a lack of environmental knowledge and the ineffectiveness of
scepticism to help consumers properly evaluate claims may prohibit many consumers from
accurately determining products’ environmental impact. These findings highlight the need to
develop a more extensive governing body than the ACCC to ensure that the actual meaning
and significance of pro-environment TPO endorsements is conveyed to consumers and to
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thoroughly assess the validity of environmental claims prior to the products’ entry into the
market.

5.1.5

Hypothesis 5

Although TPO credibility could not be analysed as an independent variable due to the fact
that the construct was not manipulated as intended, it was still used in other analyses but not
as an independent variable. Rather than looking at TPO credibility at one of two levels (high
or low), the amount of credibility that participants actually perceived the TPO to have (on a
scale of 1 to 7) was used in all source credibility analyses. These analyses indicated that
source credibility did have a substantial impact on consumers and their purchase intentions.
The results showed that when the TPO endorsement was present in the product labelling and
the more credible they believed it to be, the more they liked the brand and product labelling.
This finding is consistent with endorsement literature, which states that perceived source
credibility of the endorser influences behaviour intentions, attitude towards the ad and brand
and ultimately, advertising effectiveness (Sternthal et al. 1978; Wu and Shaffer 1987). Source
credibility of the endorser has been found to affect the probability that a message claim will
be accepted by the consumer (Fishbein and Ajzen 1975). Most of the time, when a highcredibility source delivers a message, it will be more readily accepted by the consumer and
more likely to lead to greater attitude change than if it were delivered by a low-credibility
source (Kelman and Hovland 1953; Johnson, Torcivia and Poprick 1968; Miller and
Baseheart 1969). Since existing endorsement literature has primarily focused on the effect of
endorsements from humans rather than from TPOs, the result found in this study regarding
the effect of the credibility of a pro-environment TPO endorsement sheds light on the
functionality of these types of endorsements.
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Additionally, it should be noted that despite the fact that only fictional TPOs were used in
this study, nearly two-thirds (N=64.6%) of participants believed that the TPO they viewed
had high credibility. This finding is important given that consumers may believe the mere
presence of an environmental TPO endorsement in the product labelling to be an indication of
credibility. This potential assumption further emphasises the need for TPO endorsements to
be regulated to ensure that consumers are not misled by their presence in the product
labelling.

5.2.
5.2.1.

Other analyses
Environmental concern, behaviour and attitudes

For exploratory reasons, the means of participants’ environmental concern, environmental
behaviour and environmental attitudes were compared for age range and gender.
In line with the Australian Bureau of Statistics (ABS) (2010a), which found Australians
whose age fell within the ranges of 18-24 years old and 65 and older to have the lowest level
of environmental concern of all age ranges, participants in the 18-25 years age range in this
study reported the lowest environmental concern (M=4.32) of all age ranges. In contrast, the
ABS (2003) found Australians in the 45-64 years age range to have the greatest level of
environmental concern, while participants in this study within the age range of 36-45 years
age range had the greatest level (M=4.53). Although participants within the 18-25 years age
range were found to have the lowest level of environmental concern, they reported the
highest level of pro-environment behaviour (M=4.25) of all age ranges. This finding
contradicts the figures for involvement with environmental activities produced by the ABS
(2010a), which indicated that young adults within the 18-24 years age range were least likely
to engage in pro-environmental behaviours and activities in comparison with other age
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groups. This finding also suggests that individuals’ attitudes toward the environment do not
always translate into the amount of pro-environment behaviour in which they engage.
Although participants within the 26 to 35 years age range did not have the least concern for
the environment (M=4.34), they had the lowest reported environmental behaviour (M=4.10).
This finding could be explained by the theory that individuals who are concerned about the
environment will only display proactive behaviour if they believe that their individual actions
will significantly contribute to solving environmental issues (Moisander 2007).
While studies such as that conducted by Davidson and Freudenburg (1996) and the
Australian Bureau of Statistics (2010a), indicate that women are more likely than men to
report being concerned about the environment, other studies, such as those by Somma and
Tolleson-Rinehart (1997) and Hayes (2001), claim that no gender differences exist with
regard to environmental concern. When the means of environmental concern, environmental
behaviour and environmental attitude were compared across genders, females were found to
have higher means (M=4.55, M=4.30, M=4.91, respectively) than males (M=4.37, M=4.08,
M=4.59, respectively). These results shed light on the inconclusive research regarding gender
differences in environmental concern (Hayes 2001).
Although men were found to have less environmental concern and to less frequently engage
in pro-environment behaviour than women, they scored higher on the objective
environmental knowledge scale. These results are in line with environmental knowledge
literature, which is quite consistent across the board in finding that men have greater
environmental and science knowledge than women (Hayes 2001).
Environmental behaviour research has produced mixed results as to whether or not
environmental knowledge is linked to environmental behaviour. According to Chan (1999),
environmental knowledge is a strong predictor of environmental behaviour. On the other
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hand, neither Maloney and Ward (1973) nor Hayes (2001) found a significant link between
environmental behaviour and environmental knowledge. The results from this study indicate
that environmental knowledge did not translate into greater environmental behaviour or more
favourable environmental attitudes.

5.2.2. Presence of environmental claim x dependent variables
Results indicated that there was a significant difference between participants’ productlabelling likeability when the product featured an environmental claim and when it did not.
Participants who viewed product labelling that displayed an environmental claim had greater
product-labelling likeability than participants who viewed product labelling without an
environmental claim. This finding means that displaying an environmental claim in product
labelling can be an effective marketing strategy to get consumers to like the product labelling.
However, this liking of the product labelling may not translate into purchase of the product
given that presence of an environmental claim did not affect participants’ brand likeability or
purchase intention. Results from an ANCOVA analysis indicated that both environmental
consciousness and pro-environment behaviour moderated the impact of the presence of the
environmental claim on product-labelling likeability. This finding suggests that
environmental consciousness and pro-environment behaviour influenced the effect of the
environmental claim on participants’ product-labelling likeability.
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5.2.3.

Split file: presence of environmental claim: environmental consciousness x
purchase intention

Environmental consciousness was (significantly) positively correlated with product-labelling
likeability and brand likeability when the environmental claim was present in the product
labelling. These results indicate that the more favourable one’s attitude towards the
environment and concern for the environment, the greater their product-labelling likeability
and brand likeability when an environmental claim is present. Thus, displaying an
environmental claim in product labelling may be an effective marketing strategy when
companies are trying to increase the product-labelling likeability and brand likeability of
individuals that hold a favourable environmental attitude. However, when an environmental
claim was displayed in the product labelling, the variable “environmental consciousness” was
not found to correlate with purchase intention. Thus, although presence of an environmental
claim may increase the product-labelling likeability and brand likeability of individuals that
are environmentally conscious, this likeability may not translate into actual behaviour. This
finding is consistent with existing literature relating to environmental attitudes and greenproduct purchase, which suggests that consumers who have strong beliefs about the
environment are also more likely to pay attention to the environmental attributes of products
than consumers who do not have strong beliefs about the environment (Schuhwerk and
Lefkoff-Hagius 1995). This occurrence can be explained by the fact that consumers’ personal
characteristics, such as their beliefs and values, determine the product attributes to which they
attend (Schuhwerk and Lefkoff-Hagius 1995). Thus, a person who holds a favourable attitude
toward the environment and is concerned about the environment will be “intrinsically
motivated to attend to the environmental attributes of products” (Schuhwerk and LefkoffHagius 1995). Conversely, a person who does not have a favourable attitude toward the
environment is not intrinsically motivated to attend to products’ environmental aspects, and
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more likely to be affected by the attention-getting attributes of the ad (Schuhwerk and
Lefkoff-Hagius 1995). This literature could explain why participants with a favourable
environmental attitude in this study were more inclined to like product labelling that featured
an environmental claim than when it did not. The fact that participants’ environmental
consciousness did not translate into purchase intention when an environmental claim was
present in product labelling can be explained by the attitude-behaviour gap, which will be
discussed in greater detail later in the chapter.

5.2.4.

Split file: presence of environmental claim: environmental behaviour x
purchase intention and split file: presence of pro-environment TPO
endorsement: environmental behaviour x purchase intention

A significant positive correlation was also found between environmental behaviour and
product-labelling likeability when the environmental claim was present. Yet, unlike
environmental consciousness, environmental behaviour was found to have a positive
correlation with purchase intention when the environmental claim was present. This finding
indicates that the more likely an individual is to engage in other forms of environmental
behaviour, the more likely they are to purchase a product when it displays an environmental
claim than when it does not.
Along the same lines, the presence of the TPO in the product labelling was found to have a
significant, favourable impact on consumers who reported that they frequently engage in
other pro-environment behaviours. The more involved with the environment participants
claimed to be, the greater their purchase intentions when a TPO endorsement was present.
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These findings are also consistent with self-perception theories, which hold that individuals
tend to act in accordance with their own and others’ expectations (Bem 1967). An
individual’s self-identity allows them to meet these expectations and to assimilate with the
behaviours, beliefs and values of the socials groups to which they belong (Christensen,
Rothgerber, Wood and Matz 2004). Multiple studies have found self-identity to be a major
predictor of behaviour, specifically in relation to pro-environmental action (Sparks and
Shepherd 1992; Sparks and Guthrie 1998; Terry, Hogg and White 1999; Fekadu and Kraft
2001). The fact that participants who reported that they engage in pro-environment behaviour
were also inclined to purchase the product when an environmental claim was present in the
product labelling supports the notion that adopting pro-environment behaviour, such as
recycling, may influence people to adopt other environmentally-friendly behaviours, such as
purchasing environmentally-friendly products (DEFRA 2008b; Whitmarsh and O'Neill
2010). In other words, a ‘spill-over’ effect occurs in regards to their pro-environment
behaviour (Whitmarsh and O'Neill 2010). Thus, identifying individuals’ current proenvironment behaviours may serve as a quality indication as to how they would respond to
pro-environment TPO endorsements when they are considering a product purchase.
So in summary, participants’ favourable attitude toward the environment and environmental
concern did not translate into pro-environment behaviour (which in this study was intending
to purchase the product) when an environmental claim was displayed in the product labelling.
Yet participants’ who claimed that they frequently engage in other forms of pro-environment
behaviour were also more likely to purchase a product featuring an environmental claim
and/or an environmental TPO endorsement than when it did not. The fact environmental
consciousness did not translate into purchase intention yet pro-environment behaviour did
can be explained by a variety of concepts, including the attitude-behaviour gap (Gupta and
Ogden 2006), theory of planned behaviour (TPB) (Ajzen 1991), perceived consumer
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effectiveness (PCE) and/or perceived behavioural control (PBC) (De Pelsmacker, Janssens
and Geuens 2002) and/or various social, psychological, physical and economic barriers
(Mackenzie-Mohr and Smith 1999; Lorenzoni et al. 2007).
PBC relates to the extent to which consumers believe that their environmental actions have an
impact on the preservation of the environment (do Paco and Raposo 2010). In fact,
individuals who have a high PBC have been found to have more intense environmental
behaviour (De Pelsmacker et al. 2002). PBC also plays a role in TPB, which “asserts that
behaviour intention is determined by attitude towards performing the action, subjective norm,
and PBC” (Whitmarsh and O'Neill 2010, p. 306). Similarly, PCE refers to the idea that
people can favourably affect and contribute to the solution of environmental issues (Ellen,
Wiener and Cobb-Walgren 1991). This variable has been found to play a significant role in
ecologically-conscious behaviour (Straughan and Roberts 1999) and may be an contribute to
an attitude-behaviour gap. For example, an individual’s environmental concern may not
translate into pro-environmental behaviour unless they strongly believe that their
environmentally-conscious behaviour will directly result in a favourable outcome (Kim and
Choi 2005). Thus, their environmental intentions do not align with their actual behaviour due
to PCE. Moreover, a variety of other barriers can contribute to the attitude-behaviour gap and
prohibit consumers from acting in accordance with their environmental concern or attitudes.
For example, although an individual may be very concerned about the environment and want
to do their part to protect the environment, they cannot afford environmentally friendly
products, which are often more expensive. Thus, price serves as an economic barrier to acting
on their environmental concern. Similarly, although consumers may not actually be
environmentally conscious, they may say that they are because being not being
environmentally conscious is socially unacceptable.
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5.2.5.

Summary of findings and main implications

The findings from this study indicate that displaying a pro-environment TPO endorsement in
product labelling can be a beneficial marketing tool for companies that want to favourably
influence consumers’ product-labelling likeability, brand likeability and purchase intention.
Yet, consumers’ level of product involvement, their level of subjective and objective
knowledge and their perceived credibility of the TPO can affect this influence.
Individuals with high-product involvement, who may have had an invested interested in the
purchase decision, had lower purchase intention when they viewed product labelling that
featured a pro-environment TPO endorsement than product labelling that did not. A
significant correlation was also found between product involvement and each dependent
variable when the TPO endorsement was present. This finding indicates that a relationship
exists between the level of product involvement and the presence of the TPO endorsement’s
effect on purchase intention. Thus, it could be possible that displaying a pro-environment
TPO endorsement within product labelling is most advantageous if the product was a fastmoving consumer good (FMCG), rather than a typically high-involvement product, such as a
car or a computer.
Results from this study indicate that environmental objective knowledge has a confounding
influence on the relationship between presence of a TPO endorsement and purchase intention.
Consumers with no environmental knowledge are significantly more likely to purchase
products featuring a pro-environment TPO endorsement and/or environmental claim than
consumers with high knowledge. Consumers’ lack of objective knowledge could have a
detrimental effect on their ability to effectively evaluate environmental claims, which is
especially worrying given that the majority of consumers have low or no objective
knowledge. Additionally, results from subjective knowledge analyses indicate that although

143

consumers may think that they know a lot about the environment, they may actually know
very little. Thus, simply asking consumers how much they know about the environment is not
an accurate assessment of their environmental knowledge. This finding indicates that the use
of the pro-environment TPO endorsement in product labelling can be a highly effectively
marketing tool when the consumer has a minimal amount of environmental objective
knowledge. Given that most consumers lack a substantial amount of knowledge to allow
them to effectively evaluate a product’s environmental merits, this finding is highly
significant.
Scepticism of environmental claims was not found to deter purchase intention of products
featuring an environmental claim. Since scepticism does not aid participants in their
evaluation of product claims, those with low objective knowledge may have great difficulty
evaluating the validity of claims and may be vulnerable to being misled by illegitimate
claims.
Despite the fact that all TPOs used in the study were fictitious, the majority of participants
found them to have high credibility. Additionally, the more credible participants found the
TPO to be, the more they liked the brand and product labelling. Thus, if using a proenvironment TPO endorsement as a marketing tool, it is most effective if the TPO is highly
credible.
The variable “environmental consciousness” was (significantly) positively correlated with
product-labelling likeability and brand likeability when the environmental claim was present
in the product labelling. Thus, displaying an environmental claim in product labelling may be
an effective marketing strategy when companies are trying to increase the product-labelling
likeability and brand likeability of individuals that hold a favourable environmental attitude.
Yet, this likeability was not found to translate into actual environmental behaviour.
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The fact that the presence of a pro-environment TPO endorsement in the product labelling
had a favourable influence on the purchase intentions of participants who reported being
highly involved with the environment indicates that a ‘spill-over’ effect occurs in regards to
their pro-environment behaviour. Thus, if companies want to target consumers who
frequently engage in the environment, displaying a pro-environment claim or TPO
endorsement in the product labelling may be an effective method. Although there was a
favourable effect of the presence of an environmental claim and TPO endorsement on
participants who frequently engaged in pro-environment behaviour, ‘environmental
involvement’, which was composed of the variables environmental concern, environmental
attitude and environmental behaviour, was not correlated with purchase intention when the
environmental claim was present. Those who claimed to be highly involved with the
environment also claimed to be more likely to purchase the product when the environmental
claim was not present. Thus, their environmental involvement did not translate into
environmental behaviour. The reasons why environmental behaviour translated into purchase
intention of a product featuring an environmental claim and/or environmental TPO
endorsement but not the combined variable ‘environmental involvement’, should be
investigated in future studies.

5.3.
5.3.1.

Limitations
Fictitious TPOs

The fact that fictitious, rather than actual, TPOs were used may have reduced the study’s
construct validity. Additionally, because no real TPOs were used, it was difficult to establish
the intended levels of TPO credibility. Because participants did not perceive the credibility
of the TPOs in the high-credibility condition to differ significantly to the credibility of TPOs
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in the low-credibility condition, the credibility construct was not manipulated as intended.
As a result, the effect of TPO credibility as an independent variable on the participants and
their purchase decisions could not be measured. Because the variable was not manipulated as
intended (at two levels), it was then analysed along a continuum as a dependent variable.

5.3.2.

Hypothetical purchase decision

Although some studies indicate that there is a significant relationship between consumers’
environmental intentions and their environmental behaviour (Maloney and Ward 1973; Chan
and Yam 1995; Haanpaa 2007), the fact that this study entailed a hypothetical purchase
decision, rather than monitoring consumers’ actual purchases, could have affected its
credibility. Studies indicate that hypothetical willingness-to-pay studies (WTP) tend to yield
more positive responses than if the same circumstances were applied to real situations
(Ekelund 2003; Roos and Tjarnemo 2011). This lack of consistency between consumers’
intended actions and their actual behaviour can be explained by the attitude-behaviour gap.
Although participants claim they are willing to spend more to purchase environmentally
friendly products, when it actually comes time to spend more, they do not. Often, this
disparity between intentions and actual behaviour occurs as a result of individuals trying to
cast themselves in a socially acceptable light. Because not engaging in pro-environmental
behaviour is deemed to be socially unacceptable, when asked if they engage in proenvironment behaviour, individuals claim that they do even if this is not an accurate
representation of the truth. Therefore, although consumers claimed that they would purchase
the product featured in the product labelling, this may have only been because they believed
that was the socially acceptable response, and may have had no intention of purchasing the
product in real life (Bem 1967). Although the effects on purchase intention in this study were
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profound, a study that entails actual purchase scenarios would indicate whether or not the
results from this study are applicable to real-life purchase decisions.

5.3.3.

Respondent numbers

The fact that only 14 participants viewed product-labelling condition 2 was somewhat
problematic, as this was not a sufficient number (30) to ensure that results were significant
for this condition. Yet, because only variables across conditions were analysed rather than
variables within specific conditions, there was a sufficient number of participants for all
analyses. Thus, a lack of participants for condition 2 did not affect the significance of the
results found in the study.

5.4.
5.4.1.

Future Research
Credibility of the Environmental claim

Although the effect of the TPO’s perceived credibility on purchase intention, brand
likeability and product-labelling likeability was evaluated, it did not provide insight into how
the credibility affects these variables. In order to understand the extent to which the presence
of the environmental claim affects consumers’ perception of the product and brand,
participants’ perceived credibility of the environmental claim should also be assessed. By
measuring the perceived credibility of the environmental claim when the TPO endorsement is
present and when it is absent, one can deduce if presence of a TPO endorsement affects
consumers’ perception of the environmental claims’ credibility. Perceived claim credibility
could have direct implications for purchase intentions, brand likeability and product-labelling
likeability.
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5.5.

Conclusion

This thesis sheds light on how pro-environment TPO endorsements function and when they
can yield the most desirable effects for the for-profit company. The Australian public’s
growing environmental concern has spurred an increase in demand for environmentally
friendly products. This demand combined with the vast number of products in the
marketplace and increasing consumer scepticism of environmental product claims has created
the need for business to differentiate themselves from competitors yet still cater to the desires
of the public.
The results from this study indicate that displaying a pro-environment TPO endorsement
and/or environmental claim in the product labelling can be an effective way for companies to
increase their product-labelling likeability, brand likeability and/or purchase intention should
they be used properly and depending on which consumers they are trying to target.
The presence of a pro-environment TPO in the product labelling had a significant effect on
the purchase intention of participants with high-product involvement. This finding may be
attributed to the fact that individuals with high-product involvement tend to have an invested
interest in the purchase decision and are thus likely elaborate on the product labelling.
Therefore, the presence of the pro-environment TPO in the product labelling may have an
adverse effect on the purchase intention of participants with high-product involvement. In the
low product-involvement condition, presence of a pro-environment TPO endorsement did not
have a significant impact on participants’ purchase intention. Although, there was no
significant difference in the purchase intention of participants who viewed product labelling
with a TPO and those that viewed product labelling without a TPO (in the low-involvement
condition), a relationship between low-product involvement and the effect of the TPO
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endorsement on purchase intention was found. This finding suggests that the use of a proenvironment TPO endorsement may be more effective if it is displayed in the product
labelling of a low-involvement product, such as a FMCG, than of a high-involvement
product, such as a car.
Additionally, products that feature a pro-environment TPO endorsement may be more
appealing to consumers that engage in other types of pro-environment behaviour, such as
recycling. Thus, if marketers are aiming to target individuals that already engage in other
forms of pro-environment behaviour, such as recycling, displaying a pro-environment TPO
endorsement within the product labelling may be an effective way to get them to buy the
product. Targeting consumers who claim to be environmentally conscious may not be a
successful marketing strategy if the company is trying to increase consumers’ purchase
intention. Although consumers who may claim to be environmentally conscious have
significantly higher product-labelling likeability and brand likeability when they viewed
product labelling that featured a pro-environment TPO endorsement or environmental claim,
their purchase intention was unaffected.
The study also highlights consumers’ vulnerability to being misled by these pro-environment
TPO endorsements, especially when they have little or no environmental knowledge. When
the pro-environment TPO endorsement was present in the product labelling and the lower the
participants’ environmental knowledge, the greater their purchase intention. This result may
indicate that the pro-environment TPO endorsement served as an extrinsic cue for
participants with little or no environmental knowledge. Given that the majority of participants
in the study were found to have little or no environmental knowledge, this finding is
particularly substantial. Although some policy groups, such as the U.S. Federal Trade
Commission, contend that consumers’ scepticism helps compensate for their lack of
environmental knowledge, scepticism of environmental claims was not found to affect
149

participants’ purchase intention. Thus, scepticism may not be an effective tool in deterring
consumers from purchasing a product whose product claims may not be entirely accurate.
Additionally, although only fictitious TPOs were used in the study, consumers thought the
TPO that they viewed in the product labelling was highly credible. This finding is quite
interesting as it shows that consumers may have difficulty deciphering between credible and
non-credible TPOs. These findings further highlight the need to establish some sort of
legislating body to assess the credibility or claims prior to the product’s entry into the market.
Future research directions have been suggested to further the understanding of how proenvironment TPO endorsements affect consumers and their purchase decisions.
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7 APPENDICES
7.1.

Appendix A: TPO images and copy
The Australian Environmental
Sustainability Alliance (AESA) is a
non-profit organisation that collaborates
with researchers and government
officials to reduce companies’
environmental impacts. AESA is
committed to maintaining the
environment and natural state and
preserving resources for future
generations.
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The Australian Wilderness Conservation Alliance is an organisation dedicated to
protecting, preserving and restoring Australia’s beautiful wilderness.
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7.2.

Appendix B: Product labelling conditions
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7.3.

Appendix C: Concept map
Moderating variable
Independent variables

Confounding variable

Environmental
consciousness

Environmental
knowledge

Product Involvement (H2)
Credibility (H5)
Presence of TPO (H1)
Presence of Environmental claim
8 conditions of product labelling
High involvement
High credibility
TPO
Environmental claim
High involvement
Low credibility
TPO
Environmental claim
Low involvement
High credibility
TPO
Environmental claim
Low involvement
Low credibility
TPO
Environmental claim

Low involvement
N/A
No TPO
Environmental claim
High involvement
N/A
No TPO
Environmental claim
High involvement
High credibility
TPO
No environmental claim
Low involvement
Low credibility
TPO
No environmental claim

Dependent variables
Purchase intention

H3
Product labelling
likeability
H4
Brand likeability
Scepticism

Confounding variable

Environmental
behaviour

Confounding variable
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